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Rough Proofs 


The new campaign of the Dollar 
Steamship Lines is running in the 
form of horizontal half-pages. But 
this doesn’t mean that the adver- 
tising is lying down on the job. 
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The difference between a _ con- 
sumer and a professional consumer 
is that the professional makes 
enough out of his profession to pay 
for his consumption. 
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The Rayburn-Wheeler bill is in- 
tended to spank the Insulls and 
their friends by putting the holding 
companies out of business. But 
maybe the authors haven’t been 
reading the papers lately. 
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The Montgomery Ward version 
of the Solomon-Sheba affair doesn’t 
give the emperor of Abyssinia a leg 
to stand on. 
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In fact, if you believe M. W. & 
Co., King Sol and his girl friend 
weren't that way at all. 
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The chief literary problem of a 
lot of newspaper writers at present 
seems to be whether to use “who” 
or “whom.” They usually guess 
wrong. 
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Huey Long is one of that large 
body of politicians, prize-fighters 
and movie actors who insist that 
there is no such thing as bad pub- 
licity. 
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With baby actors, baby heroines 
and baby hold-up men occupying 
preferred positions on the front 
page, it’s no wonder that so many 
advertisers have suddenly become 
baby-conscious. 
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It is more blessed to give than 
to receive. As a result of opera- 
tions in Washington, blessings are 
being showered down upon the not- 
too-appreciative tax-payers. 
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Everybody has been sympathizing 
with American Tobacco because 
Luckies lost first place in the cig- 
arette field. But before shedding 
any more tears, please note that 
A. T. increased its net earnings last 
year $7,000,000. 
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Quaker Oats is convinced that in 
spite of Babe Ruth’s removal to the 
National League, he will continue 
to knock home runs for it. 
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“For an A-1 people,’ say British 
brewers, “beer is best.” 

The modest Britishers would be 
the last to deny that they are an 
A-1 people. 
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Just to prove that he knows his 
slogans, Eddie Cantor’ suggests, 
“Every Knox is a boost” to the hat 
manufacturers. In spite of every- 
thing, Eddie is still a good comedian. 
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Radio lost half a million in 1933 
and made over four million in 1934. 
There’s music in the air! 

Copy Cus. 


PRETTY, BUT 
WILL IT SELL? 
PACKAGE QUERY 


Chicago, March 7.—The same in- 
quiring spirit which has done much 
to insure actual results for advertis- 
ing was in evidence at the Fifth 
Packaging Exposition and Confer- 
ence held in Chicago this week un- 
der the auspices of the American 
Management Association. 

This skeptical spirit indicated that 
package designers are going to have 
to prove their cases more fully in 
the future than ever before. Pre- 
testing will be called into play to 
substantiate their claims in behalf 
of any given package, which must 
demonstrate its prowess in the 
trade arena before it will be finally 
adopted. 

While attendance at the exposition 
and conference was somewhat be- 
low standards established at previ- 
ous meetings, interest was even 
keener than in the past, judging 

(Continued on Page 30, Col. 1) 


Resume Copeland 
Bill Hearings; 
FTC Asks Power 


Washington, D. C., March 8.—The 
assertion of Judge Ewin L. Davis, 
chairman of the Federal Trade Com- 
mission, that complete control of all 
advertising phases of the proposed 
new pure food and drug legislation 
should be lodged with his commis- 
sion featured the public hearings on 
the Copeland bill, which were re- 
sumed this morning by Chairman 
Bennett Clark of the Senate’s sub- 
committee on Commerce which is 
handling the bill. 

The FTC is fully capable of set- 
ting up a scientific consulting body 
to handle the advertising provisions 
of the Copeland bill, Judge Davis 
asserted, and outlined the possibility 
of using the facilities of the bureau 
of standards in this connection. 

Senator Copeland denied there 
was any duplication under the terms 
of his bill between the Federal Trade 
Commission and the Department of 
Agriculture, to which Judge Davis 
replied: 


Called Trade Activity 


“False advertising is an unfair 
method of competition. The purpose 
of advertising is to sell drugs, cos- 
metics or clothing purely as a trade 
activity.” 

James F. Hoge, representing the 
Proprietary Association, supported 
this view, and pointed out that 
while “the form of the legislation 
is not important the Mead bill has 
many advantages not present in this 
measure.” 

Others present at the hearing, 
which is expected to wind up this 
evening, include Elisha Hanson, 
American Newspaper Publishers As- 
sociation, who favored enactment of 
the bill, but declared that postal 
laws already in existence cover the 
ground quite thoroughly; R. M. Al- 
len, American Pure Food League; 
Benjamin C. Marsh, People’s 
Lobby; Norman Draper, Institute of 


American Meat Packers; and the 
Women’s Christian Temperance 
Union. 


(News of earlier hearings on the 
Copeland bill will be found on Page 
20 of this issue.) 


BIG PUSH FOR BUTTER 


You've Never 
Tasted Butter Before |! 


to 
— 


FREDERICE F LOWEATES 6 50H me | wine en ew at 


Full-page copy being used in New 
York newspapers to promote Hotel 
Bar butter. 


FRESHNESS IS 
THEME OF NEW 
BUTTER DRIVE 


New York, March 7.—With copy 
telling New Yorkers that they have 
“never tasted butter before,” Freder- 
ick F. Lowenfels & Son this past 
week started a newspaper campaign 
here on Hotel Bar butter, packaged in 
a new type of carton made of “Alba- 
tite.” 

The 50-year old company ranks as 
one of the leading distributors of but- 
ter, most of it having been sold in 
tubs in the past. The inside of the 
new Albatite carton, which has taken 
a number of years to develop, is made 
of a pure white fiber which keeps 
odors out and ends the “cardboardy” 
taste said to have been produced by 
certain of the older butter packages. 

Farm Test Cited 

The copy, appearing in the New 
York Sun, Times, and World-Tele- 
gram, asserted that unless the reader 
has sampled butter “down on the 
farm,” or tasted the new Hotel Bar 
butter, he has never tasted fresh but- 
ter. The problem of serving the con- 
sumer fresh butter is attacked at four 
points: in the delivery, at the deal- 
er’s store, the household refrigerator, 
and the table. 

The page advertisements will be 
followed by smaller insertions, and 
then pages again. Albert Frank- 

(Continued on Page 30, Col. 5) 


Lengthy Rebuttal of 
A.N.A. Agency Study 


Issued by 


Four A’s 


Agency Called Independent Contractor, Not 
Agent of Advertiser 


New York, March 7.—Fresh fuel 


-|was added to the agency compensa- 


tion controversy this week with pub- 
lication by the American Association 
of Advertising Agencies of its “An- 
alysis and Criticism of a Study En- 
titled Advertising Agency Compensa- 
tion in Theory, Law and Practice.” 

The agents’ rebuttal of the conclu- 
sions presented by the investigation 
carried out last November by Albert 
E. Haase under the direction of the 
Association of National Advertisers, 
Inc., was recently distributed to 
members of the agency association. 
With the exception of an analysis of 
the model contract suggested in the 
A. N. A. study, it is the first official 
statement to be issued on the subject 
by the Four A’s since publication of 
the A. N. A. study. Bound copies of 
the 100-page report are available to 
non-members at $5. 

The agents’ analysis defines the 
three principal contentions of the 
A, N. A. study with which the agents 
take issue as the conclusions that 
there is widespread dissatisfaction 
with the agency commission system; 
that the commission system is break- 
ing down; and that, since the agency 
is the legal agent of the advertiser 
and there can be no adverse interest 
between them, no transaction between 
them can be construed as rebating. 


Says Structure Is Undermined 


The feeling on the subject of the 
A. N. A. study is revealed in a fore- 
word by John Benson, president of 
the Four A’s, who frankly accuses 
the advertisers’ association of insin- 
cerity. 

“The Haase report is an elaborate 
study of 215 pages, which, while ap- 
parently seeking to weigh the merits 
and demerits of the agency structure, 
and, if possible, to work out a more 
satisfactory method of compensation, 
really devotes its endeavor to under- 
mining the agency structure and ba- 
sis of pay,” declares Mr. Benson. 

“While the report might seem 
plausible to the casual reader, and 
does quote points of view both for 
and against the present method of 
agency compensation, it is so obvi- 
ously biased in favor of a pre-deter- 


Last Minute News Flashes 


Municipality Advertises Financial Statement 
Paterson, N. J., March 8.—Taking “official notice of the city’s obliga- 
tions to tax-payers and bond holders,” the City of Paterson has released 
390-line copy to a large list of newspapers to report its financial state- 


ment for 1934. Paterson bonds are 
and many other large cities. 


held in New York, Chicago, Boston 


Doremus & Co., New York, placed the ad- 


vertising, said to be the first of the kind in this country. 


John C. Cutting Leaves Wilson & Co. 


Chicago, March 8.—John C. Cutting has severed his three-year con- 


nection as advertising manager of Wilson & Co., Chicago packers. 


Don 


Smith and Ted Tod will handle the work for the present. 


Elizabeth Stubbs Joins Stack-Goble 


Chicago, March 8.—Elizabeth Stubbs, noted for her work on products 
with a feminine appeal, has returned to Chicago as account executive 


for Stack-Goble Advertising Agency. 


Mrs. Stubbs was formerly with 


Aubrey, Moore & Wallace, resigning to join Hutchinson Advertising 


Company, Minneapolis. 


mined conclusion, that in no sense 
can it be regarded as scientific. As 
our analysis will show, it contains 
too many mis- 
statements and 
half-truths, vital 
omissions and| 
mistaken infer- 
ences, to afford a 
reliable picture of 
the real situa- 
tion.” 

The greatest 
opposition to the 
conclusions  pre- 
sented by the A. 
N. A. study has 
centered about 
the attempt to 
establish the right to rebate through 
the introduction of the model con- 
tract between advertiser and agent. 
On this subject the agents’ analysis 
asserts: 

“The Haase report predicates its 
main argument on a legal fiction that 
there exists, as between the adver- 
tiser and the advertising agency, an 
exclusive relationship of principal 
and agent. This is not the fact. The 
advertising agency is not solely the 
agent of either the advertiser or of 
the publisher, or of anyone else. The 
advertising agency is essentially an 
independent contractor, and has been 
so dealt with by both advertisers and 
media owners for decades.” 


John Benson 


'! Opinion of counsel, court decisions 


and statutes are quoted in support of 
the agents’ claim that the agency’s 
legal status has never been authori- 
tatively defined with any finality, 
either by the courts or others, and 
that, because of the interrelated na- 
ture of the business, can never be so 
defined. i 


\\ Summarizing the analysis on this 
point and new data on the subject, 
the agents’ study continues: 
(‘agencies have neither the moral 
nor the legal right to rebate commis 
sions, in violation of the terms and 
conditions under which they are al- 
lowed.’** 

“The legal reasoning by which 
Haase attempts to justify rebating of 
commissions by agencies, on the 
ground that there can be no adverse 
interest between a principal and his 
agent and hence no transaction be- 
tween them can be construed as re- 
bating, is shown to be fictitious and 
inapplicable to that very transac- 
tion.” 

Throughout the agents’ discussion 
of the compensation question the 
point is emphasized that there are 
three sides, the advertiser’s, the 
agent’s and the medium’s, while the 
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A. N. A. study, it is claimed, consid- 
ers only the advertiser’s. The me- 
dium owner, or publisher, is the most 
important party, the Four A’s analy- 
sis points out, because the continua- 
tion of a strong agency system is 
most vital to him. 

“He is thoroughly justified, there- 
fore,” the agents say, “in seeing to it 
that agencies are properly financed 
and afforded an incentive to increase 
their creative effort for clients and 
hence for him. To that end he is 
thoroughly justified in allowing com- 
missions to recognized agencies and 
in basing those commissions on rea- 
sonable agency costs. 

“The publisher has the same right 
as any other manufacturer or mer- 
chandising concern to determine the 
amount of commission that he shall 
allow on his product. 


Gets “Extra” Benefits 


“The advertiser, under the present 
system, buys for his space dollar not 
only space in the publication but (if 
he chooses to avail himself of it 
without additional cost) the profes- 
sional services of a ‘recognized’ 
agency, of his own selection, to ‘serv- 
ice’ that space. 

“If he wishes to pay compensation 
to his agency in addition to the com- 
pensation that the agency receives 
from the publisher as a commission, 
he is of course at liberty to do so. 


The publisher neither has nor claims 
the right to prevent such additional 
compensation.” 

The Four A’s study answers the 
claim that the present method of 
agency compensation tends to favor 
commissionable billing to the client's 
detriment with the argument that ex- 
pediency, as well as ethics, places the 
client’s interests first. Where such 
a shortsighted policy might exist in 
an isolated instance, the study says, 
a change in method of compensation 
would not discourage an unethical 
agency from recommending the serv- 
ice which affords the most profitable 
use, to the agency, of its facilities. 

“The principal product which ad- 
vertising agencies have for sale is 
ideas,”’ concludes the Four A’s analy- 
sis. “Ideas are not created by the 
time-clock, nor is their value meas- 
urable by the time-clock. No one can 
say how much time is spent in the 
generation of an idea, or what it is 
worth. The same idea may be 
worth $100,000 to one advertiser and 
only $100 to another—because the 
one is in position to use the idea in 
hundreds of media, reaching millions 
of people, whereas the other, because 
of the character of his business or 
financial limitations, may be confined 
in his use of the idea. 

“Perhaps, after all, with all its il- 
logicalities and imperfections, the 
commission system—which measures 


the compensation for an idea or for 
services, by the extent to which the 
idea or those services are used—is as 
logical and sound and equitable as 
any that could be devised.” 


SIB Cleanser Account 
Awarded to F-S-R 


Strong, Carlisle & Hammond Com- 
pany, Cleveland, has appointed the 
Cleveland office of Fuller & Smith & 
Ross, Inc., to handle advertising of 
SIB, a sodium hypochloride solution 
for general household cleansing use. 

Advertising plans have not been 
completed. Distribution of the prod- 
uct is being expanded in central and 
midwest states. 


State Code Law Void 


State codes covering 20 industries 
were voided when the Wisconsin su- 
preme court ruled March 5 that the 
state’s recovery act is void and un- 
constitutional. A bill is now pending 
in the state legislature to correct 
errors made in the first law. 


Form Partnership 


Kinsolving & Parrish, New York, 
public relations organization, has 
been established by Charles M. Kin- 
solving, formerly with the Mander- 
ville Press Bureau and United Press, 
and Wayne W. Parrish, previously 
with The Literary Digest and the 
New York Herald Tribune. 


One Advertising Cost 

Indianapolis and its 
Radius can be merchandised 
with but one advertising cost. 
The News with its Hundred 
Forty-five thousand circula- 
tion, 96%4% home delivered, 
will do the job alone. 


New York: 


Dan A. Carroll, 110 E. 42nd St. 


mount. An increase in 
for the next six months. 


jar than Indianapolis. 


turers. 


‘Lhe Indianapolis News 


SELLS THE INDIANAPOLIS RADIUS 


Pick Markets where 
People are Buying 


The Indianapolis Radius shows a high rate of 


upturn. Retail sales in Indianapolis continue to 
of 19% over last year is estimated by Brookmire 
ropolitan city has ridden the depression with less 


Its consequent high sales 


potentialities mean lower sales costs to manufac- 


J. E. Lutz, 180 N. Michigan Ave. 


general business activity 


Probably no other met- 


Chicago: 


PRE-TEST YOUR 
PACKAGES TOO, 
SAYS NEJELSKI 


Brings Practical Viewpoint 
to Chicago Meeting 


Chicago, March 7.—Methods of 
testing the sales ability of new pack- 
ages were outlined to the Fifth 
Packaging Exposition and Confer- 
ence at the Palmer House yesterday 
by Leo Nejelski, 
advertising man- i= 
ager of Swift & 
Co., Chicago pack- 
ers. Mr. Nejelski’s 
address was the 
high spot of ‘““Mar- 
keting Day,” over 
which L. R. Boul- 
ware, general 
sales manager, 
Easy Washing} 
Machine Corpora-~—— 
tion, Syracuse, wer 
". Y, precites. “”* Nojeleki 
A half dozen talented speakers con- 
tributed to the symposium. 

Mr. Nejelski brought the confer- 
ence the viewpoint of the practical 
advertising man, interested only in 
results, to the exclusion of theory. 

“Manufacturers are insisting on 
knowing beforehand what results, if 
any, might be expected from a change 
of packages,” he said. “Makers of 
packaging materials have accepted 
this idea whole-heartedly. They see 
in pre-testing a sales argument that 
cannot be passed over lightly. How- 
ever, artists and designers have not 
been as willing to accept the scien- 
tific viewpoint. Many of them feel, 
even today, that their judgments and 
opinions should be accepted as final.” 

What the consumer wants in pack- 
ages differs with various industries, 
Mr. Nejelski said. Numerous con- 
sumer tests in the packing field, how- 
ever, have developed certain princi- 
ples which he expounded as follows: 


Outlines Basic Principles 


(1) If a consumer likes a product, 
she wants to distinguish it and pick 
it out readily. She wants you to dif- 
ferentiate your product from compe- 
tition. It is not sufficient merely to 
assemble competitive products and 
study them out of their normal sur- 
roundings in a retail store. 

(2) Protect the product adequately. 
The consumer wants to receive the 
product in the best possible condi- 
tion. One of the most common com- 
plaints against food in tins, is that 
the cans are dented and labels torn. 
After all, the product is not sold un- 
til it is in the home. 

(3) Help the consumer make bet- 
ter use of the products. Recipes and 
instructions never seem to out-wear 
their usefulness. 

(4) Help the consumer visualize ac- 
curately what she’s buying inside an 
opaque container. One of the most 
common complaints is the fact that 
descriptions on the container obscure 
the contents in many cases rather 
than reveal them. 

(5) Wherever possible the package 
should associate a product in the con- 
sumer’s mind with other products 
made by the same manufacturer. This 
helps the consumer reach a decision 
because it is likely that she may be 
familiar with other well known prod- 
ucts in the line. 

(6) Packages should be of a size 


that is best adapted to the needs of 
the consumer and her buying habits. 
Sometimes a smaller package per- 
mits a lower unit of purchase and in- 
creases sales. Of course, it is neces- 
sary to study buying and consuming 
habits to determine the size that will 
produce the greatest volume of sales. 

(7) Many consumers appreciate 
being reminded about seasonal prod- 
ucts through appropriate designs. 
Special Christmas and Easter wrap- 
pings are a good example. 

(8) Most packages with secondary 
uses should be changed frequently. 
Some time ago, consumers accepted 
cheese in glass but many of them 
soon found themselves overloaded 
with a particular style of glass. Many 
switched to the same type of cheese 
packaged in another style of glass, 
Others changed to other kinds of 
cheese. 

Consumer Tests Pay 


Discussing pre-testing of a new 
package, Mr. Nejelski recommended 
the consumer jury test as a means of 
measuring the attractiveness of one 
design against another. He pointed 
out, however, that the most attrac- 
tive package is not always the best 
seller. The consumer jury test he be- 
lieves especially useful in narrowing 


||consideration of many designs down 


to a few. 

He said 200 consumers are usually 
enough to contact. Percentages fa- 
voring individual designs do not vary 
appreciably beyond that number, pro- 
vided not more than five or six de 
signs are submitted in the test. 

Mr. Nejelski said the chief use of 
questionnaires is to determine which 
of certain labels or packages the con- 
sumer likes best. Supplementary 
questions usually fail to get unbiased 
responses. He favors holding con- 
sumer jury tests in retailers’ stores, 
where answers seem to be more cas- 
ual and unstudied than elsewhere. 

Sales tests are probably the su- 
preme challenge to a new package, in 
spite of the fact that variables some- 
times complicate results. Results of 
sales tests may be affected by retail 
advertising support, amount of dis- 
play effort in any given store, the 
push exerted by retail salesmen, 
weather conditions, seasonal changes 
and other factors. 

While tests in 20 stores have pro- 
duced reliable figures, Mr. Nejelski 
recommended the use of 50. In the 
sales test, the old package is used for 
a given period, old stock then being 
completely removed and the new 
product or package substituted for an 
equal period. The conditions sur- 
rounding the sale of the first type of 
product or package are duplicated as 
nearly as possible, 


British Paper Will 
Describe U. S. Market 


Designed to promote closer com- 
mercial relations between England 
and America, a special American 
Market number will be published 
May 16 by Advertiser’s Weekly, Lon- 
don, with New York offices in Room 
854, Graybar Bldg. 

The number has been planned to 
provide English readers with up-to- 
date information about the American 
market, to correct certain wrong im- 
pressions, and to give instances of 
the experience of British products 
which have already entered the 
American market. 


Upholds Chain Tax 


The 1933 act of the Michigan legis- 
lature, which established a graduated 
chain store tax, was upheld March 6 
in a ruling by the Michigan supreme 
court, which also indirectly upheld 
the constitutionality of the general 
sales tax. 

The chain store law has been under 
fire from a number of leading chain 
store concerns. 


Comics—the kind of advertising that 
starts buying habits, especially in 


Baltimore Sun — Boston Globe — Buffalo 
Times—Chicago Tribume—Cleveland Plain 
Dealer—Detroit News—New York News— 
Philadelphia Inquirer—Pittsburgh Press— 
St. Louis Globe-Democrat—W ashi 


Current Circulation 
5,900,000 families 
17,700,000 readers 
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[— so often, a distinguished foreigner 
gets into our anteroom. Sometimes when our 
Secretary has a weak moment we draw an 
Armenian named Hosa Dagh, an East Indian 
with bandaged brains, or when the circus is in 
town a midget, although midgets usually give us 
the cold shoulder to visit Mr. Morgan. These 
earnest strangers are mostly seekers after truth. 
They want to learn why The News carries such 
successful ads on Singing Canaries, or how come 
we got more Buttermilk linage than the com- 
petish. To the best of our meager ability we pass 
out the Facts, and send them on their way 
rejoicing. Lately there has been a run on Swedes. 

Now we are personally very fond of Swedes, 
so when our Sec showed in Mr. Beds Bedson, 
we greeted him like a long lost maiden aunt. 

“Skol,” says he. 

“Skol yourself,” says we, and just to make 
conversation, ‘““How’s Garbo?” 

“T tank she’s swell,”’ says he. 

“IT tank so too,” says we. 

“But on business I come, not on plasure. 
Mine onkle is President of the Helsingfjord 
Furniture Fjorum, and wants please to know 
why The News leads the world as a furniture 
seller.” 

“You’re a helluva way from Helsingfjord,”’ 
says we, “‘but, brother, you sure came to the 
right place.” 


“Yah sure,” he nods, “you had last year 
almost 3,000,000 lines from furniture advertising 
alone.” He points to Media Records record: 


New York Furniture Linage, 1934 


NEWS 2,994,752 
Journal 506,002 
Eagle 463,931 
World-Telegram 432,135 
American 421,447 
Times 352,015 
Sun 238,414 
Herald Tribune 193,056 
Mirror 52,816 
Post 37,513 
Times Union 5,138 

TOTAL 5,697,219 

News % of total 52.6% 


“Yah,” we grunted, ““The News got 52.6% 
of all furniture advertising in all papers in New 
York in 1934. In 1923, The News had only 2%, 
Some growth, hey, Oskar?” 

“And a single furniture advertiser spends 
with you almost a half million thaler?”’ he aksed 
incredulously. 

“Yah, almost a half million thaler in one 
year from one advertiser.” 

‘Mine goodness, I ham overwhelmed. Iss it 
really true dot you sell most from the furniture 
bought in New York?” 

‘Really it iss true,” says we. 

*‘And vot iss the secret of your success?” 

“The secret of our success is that we sell 
furniture successfully. The younger generation 
gives us a big hand.” 

‘We got them in Sweden too, big hands and 
younger generations.” 

‘Aw cut it out, you’re breaking my heart,” 
we replied. ““The younger generation is up and 
coming. It wants new furniture even if the old 
folks are satisfied with the old stuff. A gal can’t 
bring her boy friend to a home cluttered up with 
relics of the First World’s Fair. Antimacassars 
are impediments to matrimony. So the younger 
generation in the vast News family audience 
insists on new furniture—and when daughter 
makes up her mind, papa makes out the check.” 

“Yah, yah, The News massacres the anti- 
macassars,” interjected Mr. Beds Bedson brightly. 

“You Swedes sure catch on fast,’ we had to 
admit. “And then, too, News families go in for 
kids. Kids outgrow things. Baby kicks the slats 
out of his crib, and needs a child’s bed. His legs 
stretch more, and he needs a room of his own. 
Besides kids are natural born wreckers. They 
scratch, kick, bing and bang. Scratches, kicks, 
bings, and bangs make a market for new 

furniture.” 


A helluva Way from Helsingfjord 
to find out about furniture advertising! 


“Yah, I ham a papa too,” groaned Mr. 
Bedson in a voice which seemed sad. 

“And brides are swell buyers, too. After a 
gal gets a husband, she’s got to garage him. New 
York City has 60,000 brides a year, most of them 
from News families, so you can see for yourself 
what they do for Grand Rapids.” 

“Yah, things get rapijd in Grand Rapijds,” 
said the Swede. 

“Furniture sellers need an audience with 
diversified taste,” we expounded. “‘They’ve got 
to sell Colonials and Chippendales, Sheratons 
and Kroehlers, mahogany and birdseye maple, 
Louis XV stuff and old English, French satin- 
wood suites and modernistic suites in chromium. 
The News audience of 1,650,000 families is 
large enough to have all kinds of tastes. Furni- 
ture sellers get buyers no matter what style is 
advertised. They don’t have to take a chance 
with luck.” 

“Ha, ha, excuse me while I make a yoke. 
Furniture advertisers iss lucky The News iss, 
iss not so?” asked the serious Swede. “‘But how 
about credit furniture?” 

“Credit is the backbone of our economic 
civilization,” we went on. “Most furniture is 
sold on credit—just like automobiles. In the 
motor industry huge financial institutions like 
G.M.A.C. take the risk out of credit selling. The 
furniture business doesn’t have a G.M.A.C., but 
it does have The News.” 

‘Yah, and The News takes the risk out from 
credit selling by supplying customers whose 
credit iss good?” inquired Beds Bedson. 

“You are a very bright Swede,” we said with 
real admiration. 

“But if New York has eleven papers, how 
come The News gets half the linage?”’ asked the 
nordic noodle. 

“The answer is bound up with real estate 
leases,” we replied. “Swell locations in New 
York cost a mint. The bigger furniture stores 
have tremendous overhead. So they need tre- 
mendous turnover and traffic. Only The News 
is big enough to keep their turnover turning.” 

“Yah, The News iss stupendous,” agreed 
the Swede. 

“Unique,” said we. 

**Extraordinary,” mused Mr. Beds Bedson. 

‘And not costly,” said we. 

“Yah, and iss all other advertising fellers 
smart like the furniture advertisers?”’ asked he. 

“No,” we admitted. 

The Helsingfjorder looked disgusted. And 
then he caught on. ‘‘Ha, ha,” he laughed, “by 
golly after all these years I find the answer to 
who is dumber than a dumb Swede. . .” 
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“CON FIDENCE 


from Cover to Cover 


That’s what you get in Quality Group readers. 
A confidence beyond editorial content, right 
through Quality Group advertisements — cover 
to cover. Thousands of letters prove this, as 


witness one: 


The high quality of your magazines 
tends to give us confidence in the prod- 
ucts advertised, quite out of proportion 
to the attention we pay to ads in the more 
popular magazines. In the case of our 
home, at least, we would not see the ads 
in the big national magazines, since 

99 


We take pleasure in indicating this. And in the 


we do not subscribe to any of them. 


fact that go% of our subscribers stated that they 
felt exactly the same way about our advertising, 
based on their confidence in the Quality Group’s 
high editorial standards. 32.7% of them do not 
subscribe to, or even read, the so-called “mass 


magazines”, at all! 


Quality Group readers are the quality adver- 
tiser’s market— 225,000 “‘first-families’’, whose 
heads include seasoned executives. Their aver- 
age age is over 40—right in the middle of 


The Age of Plenty —the age when they can 


buy what they want, when they want it. 
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THE QUALITY GROUP 


Llarpers Magazine - Scribners Magazine 
Current History ‘Forum Magazine 
597 FIFTH AVE - NEW YORK 


Co-op Advertising 
Plans of Appliance 


Dealers are Studied 


Comprehensive Survey Shows Lack of Uni- 
formity in Arrangements 


Chicago, March 7.—A startling 
lack of uniformity in the handling of 
factory-distributor-dealer or factory- 
dealer cooperative advertising among 
manufacturers of major household 
electrical appliances has been un- 
earthed by ApveRTISING AGE in a 
comprehensive survey just completed. 

The purpose of this study was to 
determine the practices now prevail- 
ing among manufacturers of radios, 
electric refrigerators, washing ma- 
chines, electric ironing machines and 
electric cleaners or sweepers in con- 
nection with cooperative advertising 
allowances; how they are set up; 
what supervision is exercised over 
their expenditure; how allowances 
are determined, etc. 

The intense interest in this subject 
among those manufacturers affected 
is evidenced by the fact that 61 pro- 
ducers of one or more of the prod- 
ucts in the group studied supplied 
ADVERTISING AGE with usable, confi- 
dential data for inclusion in the 
study, and the vast majority ex- 
pressed a desire to have a complete 
report on the findings. 

Because of the scope of the study, 
it is not feasible to present it in its 


Seventy-four questionnaires or letters 
were submitted by these 61 manufac- 
turers, thereby providing information 
concerning 15 manufacturers of elec- 
tric refrigerators, 19 of radios, 23 of 
washing machines, eight of ironing 
machines, and nine of electric clean- 
ers or sweepers. 

By classification of different types 
of appliances among the “A” class 
manufacturers only, 100 per cent of 
the electric cleaner manufacturers 
had such a plan in effect, as com- 
pared to 86 per cent of the radio, 83 
per cent of the refrigerator, 80 per 
cent of the washer, and 85 per cent 
of the ironer manufacturers. Among 
“B” class manufacturers only, not 
one of the three electric cleaner 
manufacturers set up any cooperative 
advertising allowance, as compared to 
20 per cent of the radio, 44 per cent 
of the refrigerator, and 46 per cent 
of the washing machine manufactur- 
ers who do. There were no “B” class 
ironer manufacturers reporting in 
this study. Among “A” and “B” 
class manufacturers combined, the 
per cent who had such a plan in 
effect was, by classification of appli- 
ances, as follows: electric cleaner, 


Per Cent of Appliance Manufacturers Who 
Have a Cooperative Advertising Plan 


TABLE | 

A&B 

No. of A Class B Class Combined 

Mfrs. Type of Appliance 43 Mfrs. 31 Mfrs. 74 Mfrs. 
CERT “TROEFIMOPAROL 006 ccc eter cwccee 83% 44% 60% 
RRR eee CO 86% 20% 68% 
(23) Washing machine .............-++- 80% 46% 61% 
(8) Ironing machine ...........-++++-++ 75% oon 75% 
(9) Blectric cleaner ........-.e++++e0e- 100% o** 67% 
(74) Total (average) ......-cereeeeeeece 84% 37% 65% 


*No “B” class ironer manufacturer reported. 
**Not one of the three “B’” Class electric cleaner manufacturers who 
reported have a cooperative advertising allowance plan. 


entirety in a single issue. For that 
reason, a summary of the general 
plans followed is presented herewith, 
and detailed data and tabulations 
showing how cooperative advertising 
plans are administered and super- 
vised will be presented in subsequent 
articles, which will deal with media 
and copy regulations; dealer sales 
helps; settlement with dealers; and 
an analysis of the underlying philos- 
ophy of those who do not have such 
a plan. 

As may well be imagined, the dif- 
ficulty of requesting and securing 
definite, tangible data on every point 
to be covered proved well-nigh in- 
surmountable, and consequently re- 
quired a certain amount of interpret- 
ation in developing the completed 
study. 

Nevertheless, it is believed that 
the figures presented herewith give 
a comprehensive and accurate pic- 
ture of the cooperative advertising 
plans of manufacturers in the par- 
ticular fields studied which will not 
only be of value to these manufac- 
turers, but also to others who are 
now using, or plan to use, any type 
of cooperative advertising. 


SCOPE OF STUDY 


Reports were received from 61 
manufacturers, of whom 34 were ar- 
bitrarily rated as “A” class, being 
reputed to be among the leaders in 
their respective fields, and 27 “B” 
class who, while not leaders, are 
nevertheless factors of importance. 

Of the “A” class manufacturers, 
82 per cent now have a cooperative 
advertising allowance plan in effect, 
as compared to 33 per cent of the 
“B” class manufacturers, or an av- 
erage of 61 per cent for both classes 
combined. 

Some of the reporting manufactur- 
ers produce more than one type of 
appliance covered by this. study. 


67 per cent; radio, 68 per cent; re- 
frigerator, 60 per cent; washer, 61 
per cent; and ironer, 75 per cent. 
(See Chart 1.) 


GENERAL PLANS IN USE 

The three most widely accepted 
methods for determining the amount 
of allowance to be set up are: 

1. Per cent of distributor’s pur- 
chases. 

2. Per cent of dealer’s purchases. 

3. Established dollar allowance per 
unit. 

Of the 48 manufacturers who re- 
ported that they have a cooperative 
advertising allowance plan, about 37 
per cent use the first plan, 20 per cent 
the second, and 37 per cent the third, 
while the few manufacturers remain- 
ing have no standard plan but make 
varying cooperative advertising al- 
lowances as circumstances make it 
advisable. In the case of manufac- 
turers who operate under the “per 
cent of dealer purchases” plan, some 
do not sell through distributors, 
while others leave the distributor out 
of consideration in the planning or 
executing of their cooperative adver- 
tising arrangements. Excluding the 
relatively small number of appliance 
manufacturers who operate under no 
standard plan, it is indicated that a 
major portion of the radio and of the 
washer manufacturers use, respective- 


ly, the “per cent of distributor’s pur- 
chases” plan and the “dollar allow- 
ance per unit” plan. Among washing 
machine and electric cleaner manu- 
facturers, no one of the three princi- 
pal plans appears to predominate. 

Among manufacturers using either 
the “per cent of distributor” or “per 
cent of dealer purchases” plan, the 
percentage of allowance to be set up 
is applied against wholesale or list 
or retail prices, depending on which 
method the individual manufacturer 
chooses to employ. For purposes of 
comparison, the various percentages 
of allowance have been converted, 
where necessary, to conform with an 
estimated per cent of allowance based 
on wholesale prices for each manu- 
facturer. Using this as a basis, the 
range of allowances used by the vari- 
ous manufacturers is reported to be 
from as low as 2% per cent to as 
high as ten per cent of wholesale 
prices, both for key dealer and for 
small dealer advertising. The aver- 
age per cent of allowance set up by 
all such manufacturers combined 
(who use the “per cent of purchases” 
plan and whe reported in figures) was 
about 5.8 per cent for key dealers 
and 5.1 per cent for smaller dealers. 

In the case of manufacturers using 
the “dollar allowance per unit” plan, 
there were too few employing this 
type of plan among the radio, ironer, 
and electric cleaner manufacturers to 
permit publishing figures without 
risk of identification. Of four refrig- 
erator manufacturers who use this 
type of plan, one reported a maxi- 
mum allowance of $4 per unit, an- 
other a range of allowance from $1 
to $10 per unit, and the third a maxi- 
mum of $6 per unit, while the fourth 
did not report the actual amount in 
dollars per unit but indicated, rather, 
the relation of the unit allowances 
to prices of refrigerators, which were 
from two per cent to four per cent. 
Washer manufacturers using the 
“dollar allowance per unit” plan re- 
ported allowances of from 25 cents to 
$5 per unit, depending on the model. 
Some of the cheaper models in a line 
were reported as carrying no allow- 
ance in some instances. 


Various Arrangements Used 


With reference to the different com- 
binations of factory, distributor, or 
dealer participation in the allowance, 
a tabulation of replies indicates that 
various arrangements are used, in 
the following proportion, among all 
the manufacturers in this study, com- 
bined: 


Adver- Adver- 

tising tising 

for for 

Key Small 

Deal- Deal- 

ers ers 

% of % of 

Mfrs. Mfrs. 
Total allowance is shared 
between factory, dis- 

tributor and dealer.... 21% 15% 
Shared between factory 

and distributor ....... 6% 6% 
Factory assumes a por- 
tion and leaves bal- 
ance up to distributor 
—it is not indicated 
whether or not the 
dealer is required to 
absorb a portion of 

distributor’s share..... 6% 4% 
*Shared between factory 

Ne eae 49% 42% 
Factory assumes entire 
cost (in one instance, 
factory asks but does 
not demand coopera- 
tion of dealer and dis- 

ee Ter ere 8% 8% 
No information; or plan 
of division not indi- 

WORD 554-64 05% 6 0K65 bose 8% 21% 
No allowance or plan for 

SUABTE GORIOPE. oc cc cies os 6% 

OE 60540530 5.0550:0008 100% 100% 


*Some of these manufacturers sell 
through distributors. 


How It Is Divided 


Methods of establishing the pro- 
portion of the total allowance to be 
contributed by the factory, distrib- 

(Continued on Page 27) 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound Sth edition of “Reserve Illustrations.’ Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 


Le Lia pee aoe Sy v iat es ; er : 
vee NL EE, a LT 
Ea pare? iis Se ee eo - a NS met sn Sn aA 
: j 
| 
| 
| ee 
SiSap a se ROSE , 
Ne sk ee 
MSY ak 
See: opepeecenennee | 
oe ee are 
. 
i 
ia 
rare ee 
ee 
ee tee ia 
lr es dere 
Kottas ona ae a 
ee 
Re ee 
Fae ae 
Pg oe 
i ee . | 
se ic i ae 
pero uNee 
a Se ee 
ear Sens 
25 
ee ey S se 
“eee Fea 
ey ee ea 
Piet « oe 
Cele Ch tee ee ge 
Be en 
a ed Ce 
ee 
FE 
a 
or Sie 
ie cca te, shits 
are. aa 
eee at ae 
; | 
Yaa, eat ee 
We ee | 
A Pi a i - 
fe ee ; 
Sie) Bac 
Pees 
| 
66 | 
| 
i 
pa 
ee Se 
Cant ets ees 
emer h ee 
b cohat§ eee 
ite 
| 
| 
Sd res eS 
Pee ad ee 
ee ie a 
hom ee 
tear — we " fie by 
ae ee hy a 
eee vanes PO 
ae 
fe A 
re 
. Lae 
3 he 
F 7 
E 2 fi Po 
” 
sitar Glas h 
atl state iad 
pes it oP ea 
Se SOPs Toe meRaS 
Tee, Ss ae 
ae 
‘: 
| 
| 
' 
SLE U UU EEE SEEEEESEEEeeeenset ooo | 
— oo ——————————————eE=E——EeEE~——e>>>>—S=>>==>=[€=={=x={x=[{=[CT_TF_—T{—]e—_®_"*_}[!"___|{={__—=—=——=>]>=>=>~~~—~""~““~L_—_|_||_|_=_== 
> « ‘ 
‘& 7 , 
at 
f =. 
( . 
: S' ee 
Pa ee 
ee x 2 Pe 
| Te ers 
| ee eo 
. Me oss 
canes i i” af 
| _ oa . J 
eae os oe aM aie ee site ae . es ae. nae ; : ? = ; “9 2 z 7 ae aa Lee OO GE Li ea OM fe oe ee ee Pe Oe ot ea ie cert aaa a he ee Prema cs nes e Beas 
Re eee te ee ee oe See eee reer eee ee ek Re he aa ik at) ae he ea ee ea ea eal ae ere ght Sues ov a a ak sks oe 
eM 2 Cit Dh as Genoa eto Noha deo s Seg Rta 2 RR cet Pe Slab es een pe ee ee ee tke, MI oer, acre eee BEE NR Nt mae RAN cole MEST Selita Bae eed pie ae A (EN) Mee Ne Pe Mae a og Cy fee im Te SONAL Tal eet ae ke Tatas Ora ee aa c . mcr e bata, 


March 9, 1935 


ADVERTISING AGE 


\\\ 


\\ 


if 


\ 


1) peti a recent typical week exactly 


6,427 women contacted one or more of 
the various women’s departments maintained 
by The %e¥ apy of Oregon—better known 
outside her rich domain of the Pacific North- 
west as The Oregonian, favorite newspaper of 
this active, growing trade empire. 

Thus, at the rate of more than 320,000 con- 
tacts yearly, Pacific Northwest women are 
turning to The 4% tapy of Oregon for in- 
formation, counsel and help on those subjects 
and problems which constitute woman's own 
particular fields of interest. 

Yes, sir —}320,000 contacts yearly! And that's 
an all-time national record, population con- 
sidered. Of course, national records do not just 
happen. Throughout her long, successful career 
of public service The Be Lavy of Oregon has 
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\ 
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taken a genuine and just pride in the supremacy 
of her women’s pages. She builded well to gain 
and hold woman’s interest. 


How natural, then, that her women’s features 
should claim major attention in The¥6rs Lavy 
of Oregon's recent modernization program—a 
program that has imparted new color and 
youthful zest to her always unquestioned 
soundness and popularity, as ‘‘The Bible’’ of 
Pacific Northwest readers. 

So, today, many brand new women’s features 
together with the favorite old ones are spread. 
out in a generous, sparkling array of stories, 
articles and pictures to delight the hearts of 
women of every age. Illustrated articles on 
food, cookery, recipes, fashions, child care, 

sewing, patterns, needle craft de- 


—_ . . ® 
] signs, beauty hints, society news 


and women’s club affairs, are presented in un- 
ending variety—all written by specialists — 
authoritative, informative, interesting! Recipes 
are tested in the 42% tapy's own model 
kitchen—finest on the Coast. 

Is it any wonder that the women like her? 
Is it any wonder they call the @@4.apy their 
very own and cling to her as have their 
mothers, grandmothers and great grandmothers 
for all of these 84 years? © 

Advertisers know the answer and they are 
using their knowledge to capitalize this new 
and increased women’s reader interest. More 
than ever they are cashing in on their Oregon- 
ian advertising. They are growing increased 
sales while The Sep tapy of Oregon grows 
younger and younger. We suggest you make 
sure The Oregonian is on your media list 


ORE GONTAN 


PORTLAND, OREGON 


National Representatives: VERREE & CONKLIN, INC., New York, Chicago, Detroit, San Francisco 
National Color Representatives: ASSOCIATED NEWSPAPER COLOR, INC., San Francisco, Los Angeles. New York, Chicago, Detroit, Cleveland 
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Specialty Firm Promotes 


Livingston and Craver 
Chas. C. Livingston, general man- 
ager of Cruver Mfg. Company, Inc., 
Chicago, advertising specialty service, | 


was elected vice-president and gen- | 


eral manager of the company March 
1. He has also been appointed a 
director of the company. 

Curtis L. Cruver, Jr., has been 
made a director of the company, in 
charge of production. 


Shriver to Muench 


Charles F. Shriver has joined the 
staff of C. Wendel Muench & Co., 
Chicago advertising agency, as con- 
tact man. Mr. Shriver was formerly 
associated with Liberty, Albert 
Frank-Guenther Law, Inc., and H. W. 
Kastor & Sons Company. 


Expand Better 
| 


Copy Contest 
Of Utilities 


New York, March 7.—Several ad- 
vertising classifications have been 
added to the 1935 Better Copy Con- 
test sponsored by the Public Utilities 
Advertising Association. 

Advertising published between Jan. 
1 and Dec. 31, 1934, is eligible for the 
competition. The contest is for pub- 
lic utility operating companies which 
are represented by membership in 
the P. U. A. A., and for advertising 
agencies retained by them. 

Contest classifications include elec- 
tric utility newspaper advertising, 


@the Kentucky tobacco industry paid wages 
through the darkest days of the depression. 


e WHEN YOU LIGHT AN OLD GOLD 


CIGARETTE, REMEMBER MUCH OF ITS 
FINE TOBACCO WAS CURED IN 


KENTUCKY e 


The wage and salary-earning 
operating the great 


personnel, 


prosperity. 
is a buyers’ 


It, therefore, always 


gas utility newspaper advertising, 
and newspaper campaigns, each with 
three subdivisions, institutional, load- 
building, and appliance; newspaper 
advertising for transportation com- 
panies; direct mail, with three sub- 
divisions, letter campaigns, envelope 
inserts or bill stuffers, other printed 
pieces; gas window displays; electric 
window displays, and posters. 

Entries must be in the mails not 
later than March 20, according to 
Donald D. Parry, Central Hudson Gas 
& Electric Corporation, Poughkeep- 
sie, N. Y., chairman of the contest 
committee. 


Sarra Appoints Two 
Sarra, Inc., Chicago, photography, 
has appointed Kenneth Heilbron and 
Bert Lane as salesmen. 


Dunphy Transferred 


A. R. Dunphy, formerly superin- 
tendent of lubricating oil sales for 
The Texas Company of California, 
has been transferred to New York 
as assistant advertising manager of 
The Texas Company. ADVERTISING 
Ace of Feb. 23 gave Mr. Dunphy’s 
name as A. R. Ardenphy, and incor- 
rectly stated that he had been assist- 
ant manager of the Los Angeles dis- 
trict of The Texas company. 


Tracy Officers Chosen 


W. I. Tracy, Inc., New York adver- 
tising agency, has elected as officers 
for 1935 Wm. Irwin Tracy, as chair- 
man of the board; Frank S. Kent, 
president; Arthur S. Garrabrants, 
vice-president; and George M. Pease, 
secretary and treasurer. 


and ain 


market for 


plants and warehouses of P. 
Lorillard Company in Kentucky, 
circulate the payrolls year in and 
year out. 


When millions of smokers 
were lighting Old Golds during 
depression days, they helped to 
keep Kentuckians in money with 
which to buy more nationally 
advertised merchandise. 


e As the nation smokes Old 
Golds through every season and 
condition, so goes the Kentucky 


nationally advertised products. 
So, when you light an Old Gold 
Cigarette, think of the buying 
power your annual investment in 
smoking pleasure helps to bring 
to Kentuckians. And to obtain 
maximum coverage of this very 
prosperous ‘market at minimum 
cost per line, follow the other 
buyers of newspaper space who 
have tested Kentucky media, and 
youll exclusively use The 
COURIER-JOURNAL and THE 
LOUISVILLE TIMES. 


@when morning dawns upon the Bluegrass, The Courier- 
Journal is favorite at the breakfast tables. 


@and The LOUISVILLE TIMES completes the coverage at 


Sundown. 


_ REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


The Courier- 


Give coverage without competition from dawn to dusk. 


Journal « The Louisville Times 


COFFEE COMPANY 
SPONSORS K. C. B. 


San Francisco, Cal., March 7.—K. 
C. B., one of the earliest and best 
known newspaper columnists, has 
emerged from several years’ retire- 
ment to promote S. & W. Mellow’d 
coffee and a line of 200 other food 
products in the campaign just 
launched by Sussman, Wormser & 
Co., San Francisco. 

The columnist will be remembered 
for his choppy style of blank verse, 
and his individual use of upper and 
lower case type in lines seldom run- 
ning over four or five words in 
length. The content of the column 
was generally a human interest story 
with a pointed moral, closing with 
the words, “I THANK you.” 

K. C. B.’s present work for S. & W. 
follows practically identical lines. In 
the S. & W. newspaper campaign, his 
column is entitled “A Message From 
K. C. B.” The word “advertisement” 
appears above the title. In his radio 
work for S. & W., his style closely 
resembles his newspaper writing. 

For many years the columnist was 
a popular feature in Hearst news- 
papers. This is K. C. B.’s first ven- 
ture into the commercial field. 

Radio will carry the larger part of 
the burden of the S. & W. campaign. 
Two different programs are being 
broadcast over the CBS-Don Lee Net- 
work. On Tuesdays and Fridays a 
program featuring Jack Major, racon- 
teur, and a stringed quartet, is heard. 
On Sunday nights a program built 
around K. C. B. and Raymond Paige’s 
orchestra is broadcast. 

A complete list of metropolitan 
newspapers is being used to carry 
the K. C. B. column in the cities in 
which the stations of the CBS-Don 
Lee Network are located. 

The W. Vincent Leahy Advertising 
Agency, San Francisco, is directing 
the campaign, which is being run 
throughout S. & W.’s Western divi- 
sion. 


Heitkamp with Magazine 


Howard S. Heitkamp, Jr., has re- 
signed as executive secretary of the 
American Veterans Association to be- 
come business manager of The Maga- 
zine of Wall Street. He was formerly 
with the Chilton Company, and at 
one time conducted his own indus- 
trial advertising service. 


Chrysler Shifts Ward 


H. O. Ward, for the past five years 
advertising and sales promotion man- 
ager of Chrysler Export Corporation, 
has been appointed director of ad- 
vertising and sales promotion of the 
new export division of Chrysler Cor- 
poration. 


we 


are 


Markers 


It’s the personal confidence between 
salesmen and buyers, built up over a 
period of years, that makes markets. 
The men who read The OUTFITTER are 
in daily contact with the men who buy 
for hotels, restaurants, hospitals, insti- 
tutions, soda fountains, dining car sys- 
tems, steamship lines, etc. Their recom- 
mendations carry weight with these buy- 
ers who depend upon the outfitter for 
product information. 


The OUTFITTER 
1900 PRAIRIE AVE. CHICAGO 


5 : 
eS ire af ee ————————————————————————————————————————————————————————————— 
: ee | 
a 
oe 
eas ee 7 
Bea 3S 
ike on ep 
abe" ene -20y oe 
yee Sie ah 
i PN Snes 
Dit es Ae 
De beg ceel > | 
sialyl g 
Fon i a pee ee - —————————————>SS___ 
s Aen e | 
a ihe RN | 
ees, a $ | 
ee NER HRY 
cies Br fs - ~= +. 
ie ach aes owe a a 
age a ret son Olen 7 Sees ee Be a NO 9k Se, mee ee ase ee ere = eee hs ‘* by ‘ ” & Se ae x e 
aioe ee | Tapeh neu . edie Steet oon nee ye ae Pomtk oe Paes ae ore fic ats as et) oy A, See a3) m “9 es, | : eeaerere we ee 
= ah Beek SOMO 2X a. oan a et eae BORe aS Skee eo ae ms bynes hae ogra aI Se cet cae 2 ra i 2 Ng pK eM 
oan oo Mae Meee RE th " Sakae ele btn Ne ae eee tee eR arb Moire mua al Site aon bie Saar Be eeelioer = nine a ys re > fea sas WEA. 
Re oo reeks ag erie iy ; Bend ae cee Bs cg BE =. ee Rae ie frananeminen, feo. ay it SORES ak 5A Ut * 
AL Nea a See. dale soi gh pos ent 7 seine) eae ncetee = lS 7 rs ce ae ae om - vy e ts! * ey 
Dies: PEER, s Pek, Sena oy Beg ca es mica ue | Sis alge AN ae eee ees esa LOPE > SS ' . % 
Sid faa peat, a Fie see RUS ye ee is , Se sae Bet Le aya Be i a a cone oS aie hier i ae eg ore ~ Ngee ce 
tester! Wek «weak Saat 3 . —_— Pasitcace: ere Mk ee cea a ae Reece Ch a eb acu / ~ x ‘- ae h, te pe 
sss hal a a ve sa ag ne ; ae ear gs ie ee Te mar ppitie ; apes - ee : Sey Ree a ~ ae ae « . a 7 t 
yao) ast Steere ” aif aE ae sie a aed : pie Giese ~ é 2 / Z TT 
: : Pat let ae maa ce welmnigio mes he ue ven oti a ; oe 3 “ ; 
eae as 255 Mage noha ite ei ia \Y Siege a "PRES eta af : : aa? =~ Fon. 7 Gee : Pas 
Ag ae te NY nen: OS eae, mie , hls ee ae peak ae - ° « > . % +, Daan X 
Oe ae Ee aie a Rs rl ' tT « sa Me eta aes Pie . te ow a ce 
Bt Goh ete a Se MET - he ud %, " ‘wp got he : " . : ae " > be :  * 
Yee pI. ee ce - = * eke . Ay ot 7 Se erie eet ales bestia * ‘ . . , x » 
OT Aeon Wee Ns ere ee =e oe = pM, eee i : F »! ‘ ; 
> za tga : eae - oe ite a, a oe ee yh ee ae Ley ow ee t.%. 3 * se 2 2 cig m 
a BA Og Lie, Dee, : RES d hs ip Ny <P .. a Wigs cok ren kee ig a . 4 yf hw” : _ — - 
: emai : mat 5 j 3 esto eres nie iene _ x = “ 
: = ees ; Se oy Ce sae he cai eee : % . ey : : + 
. 4 i Ce i ede eis oe ers Sop es i v x ; . i & / ; f 
a ie ; . —" aa up 1 a bt. — oe 
r ae . had rl 3 j . : Ja, 
. iM nasi : Ma ee eer ~ a ™~ : Be lee . ” ay — . 
ee feiune ; : : =, * pe cs eh cae yy y Pepa i oe 4 aa s ‘ re =a a 
Peer BR eS ; foe eee epee 2d se ee | ces — ° . 2 : ee ‘ 
7° vues Ne - 7 ae —_ ENE et ah : o fea ~) " se % ¢ _ =" 
‘\ YY #£='SSS es ee . ° i 
J - oe eA ¥ : - “A . ~ x . 5 . 
Bei) eotd See en 4 Peet ie ee eta wi ‘ me a ERA Gee * E aes go ge ie boo oe i 
cent ovement a Af sia chao ~~ . ; lager “ ae ee Ti rig Seg ee a on = A 
is . oh oh (ane ne LER SS a 8 te eae Hi aon . SS 2 * S ie re Be eae Dee 2 thes) a C$ Se pbs int wey 
ERC i eee: wr ee ee See a Ps ’ ‘ey Bie Mie eg rn omens) Dk tse ro Ol Se, > a’ 
eee, Vy eae eee ae eh epee ee a — Epc! 5 eee ate ae ee a et : * ies ; 
oe ead co eee eee 2 Sia nag ee ERGs Vetere Nei ters ra agian os — oe Re = Ts 2 . ae ae 
S Nes oe." Y ss» Ci acE  as ar vh rasta ak si a : a < eer CN a 
: Se ala Bemis. yrs . he rr Se ps 5 a Bi es ae i a 
he tas kt Bea he Maas j Bee. —S a oe, - : ot ae re? a +" $e “i J hi ’ 
az Thos % : neo eg ee ae ae ? ce iste : 2 ’ a Se cea j nen 3 
Pe ee Ake) eesere pest yin: ee Poe See ie erie a mE — neat oh Wiens Saas arse Fig tet a, ae ee Bar) — 
i pean ee el ae ae Cage oY | -- O m  aeeay s calie N . ; e Bat eg hag el a rie ay eee ———— “fi weit oO ee - SNS Gees 
Pied Eesha Sp a Sa a ere ene ae se : i RS: ae ee MG eee oe # es | See 
EL eee an ae ag ee ee ce eee Ree gee % Pe See few) eee ree “ * 3 a eae wry sees ane 
- ot te PAE a a ie Peg ee ey <A 2 : ; aaa ee trey geen sy a Sai aa ars er ee, oa af rs 
ee ain, 7 oo We eee AP ty se ey Rh eee a ; hot °c hie 6 oir aap hares SP 8 eee ie iad ee ee ee ee ee 
iat cee een EN ie 1 Aline ical en 2 Poe eee OL CL ae lata SS eee ae eS | oe ae oe 
hae he ee ee sick i la cea SOS SEES EE nas ee nlc aa Se es |, i ee. 
oy - . Bi si aes | Foes RRL: oa ee oe 2 2 
= Ue vaaite-gee tus peed E Sp ee i Be ne 4 oli er ay <i, gee a oe es Poh, 
v es he oe yn io he SSN) eb ele 08 Wine aa ke one Py oe ia Oh : ee ee FO hy 4 ae 
: 4 kiteas) ° j ve ne on Te, Sd a. ha otis Raat re : ca oy a Se Pee Fee : ge 
ae Por Le? Se eT Te ae BN ne eee v: vi See te alapty sates ae - Fe Ay aay | ae - y a. 
ee ee - ere is 3 a etapa ae INL gn ee a ek ange Aa et 3 <a st a = ree 5 a RAaE, pees Lae ce P i nw ag . A 
ex g ere mit Cie Seay ieee Wect ous sf ee arg eee ng Rca ale msc < poe eras aa ae bias oo Cie, ok ea 0S nat ae a 
St apes ees ate ak Sia : . . Fee eM hs) 2 1 A aera CR mn DS a” eo . _——— 
: i ’ er vain 7h | 
a ce ity ss Sf, ee re ee so. eee Sis 
ea ae ~ Se ee een, Ceo, ene 
lage eam Pi \3 cS a Tae eke, eae 
Bae ur eae Pee, ee a =< 
Se eee Ne Ae 
rata La a eee eae TE Sane oe Pat | 
eh ae ae a. es se al aS, ie a ee 
RE Sey Wwe aS Bi ti =" . 5B IN 2a | 
= : sie ‘. ‘ ) eae 5 
2 } as . ns Te 
a a =e 
. on \ ii. ‘a 
se ae os sities : \ . _ | em, 
| 3 Pe — 4 ‘ | . a 
ve ‘ 7 i 
Rei eas wae ae tm { ; i es | 
7 N te . # y } + , 
b3 te i: Fag if ei | 
; rs . i Sod | 
° — 7 ‘: r ‘s ¥] 
ae ees i 
me: oe age a 2a a a j 
eet ia : beads te: ~_ ae Sag \ —==: ———————$_<—_— {_ &—>— ———————EEE 
® we, . 2 ». 
» 8 - * 
one ~ : _ am (ae Ps 
ie. \ <i ~~ wr, 
is ite iti... Sn Whi 
“4 ee ae — ‘ é 1 bal 3 ‘ . 
es so a RN a 4a wise aff rere 
aoe i = ae. a ~< vere yi ™ Pu ere mes > 
Mees te at ae ae Wi ce, om aes * —— Sap - eae Pen Ltt 
AS) EE — a i % PSs 
SPR A aie be : ; ay} Dadi na 
ari abs) ¥ Silt ie i em ich S Sud : ; en ee eee a | 
alk: Jae es, a is Be Y H * . 
ai ee ed 2G supe eile = ie 4 | 
a é ‘ m jo 
bi aol pre ot ee 3 
oar i a ra 4 : is | 
aie ah are ‘ . j | 
<a ie BSI j | 
i ks BE. em Ft [2% j A j hoes ~} ae | 
Say ;  —— . r/ Ff | 
Beets a ET eos, jee df MORE Ps 4 s Aig 
eee ihe - fee fF — 
/ - er Sai as. ™ ee Me 
ily, Sioa i RS % : oo = 4 
. yaa . ~— + a OPT re ? Nga x 
ea _ % 
x : . a 
i . + were 
; ‘ chin ES ee > 
oS , ie aad , 
« a > ¥ 
in? 4 
, . ‘ ; b\ ’ 
- ‘ | \ 
Ba ¢ oe ee Ee ke 
ee eh % ce r: 
eee ¢ by Fs ta <i 
e he 
Ae: we fe 
, 4 ie F a” te ei a p 
Ze ; ¥ Ges aia 
3 : >» hie Tei a Sy 
Po ~% ; * j . “3 ee 
; ie ‘af poe” en 
a 
: ode 
a al a es Oe ee Ms ' (| 
AND ; } 
7 , 
(Leko 
Ny an ‘ 
we 
2 {ft 
orn wy 225 NORTH MICHIGAN AVENE. CHCACO 
’ : 
Sake : 3 ; : ' : rei aeria ee tag, 
a hens ODN Sey net PNT oe gre een hate A ae aga, f sole nie jean es ENE Plt tad fe ae a, ee hone A ENS chai Ba ih Sa he 2. Wai eeu he a a ate pew lta Ol a el ae, Ri ate co et ee ee ere ol ee ee 
al Sa esi a's ie dea a heal Ra OWE 6 ECS ee tary ge 2 aca a aha Patra 2 (ao: Sa RR Ay co ia ed Beh ea Teen ne coc) So) eee 7 NS eee eae, Se et 215 ps. Joo ts one RR aR arm ES eines ‘ tO ete anigh Meaeeaeera er te Leen. es 
2 RE I a EE Me ONE Len fea ce eau wee eM, ORE see anne Ae ey et ee ate ee mae Tee Mee eet eA Oe lr kt eeu We ie Sey En, ee eee a ch RNa” 20 ens Sis hala iRek ata ge ia Ts ee Ra lens i Rec kas WS n iets ae, Ms SMe S Ce % 2p Mee a ns em iP Ri nate Ke tn > BaP, es tee 


March 9, 1935 ADVERTISING AGE 7 


7 now 640.000 % 
Chicago and Suburban 


FAMILIES— 


18% MORE 


aily Coverage than the 
Second Chicago Daily 
Newspaper . 


@ A “plus”, equivalent to a city of 260,000 families— 
one larger than Cleveland, St. Louis or Pittsburgh! 


That’s what advertisers get when they use the Chicago Daily Tribune. 
68% more city and suburban coverage than the second Chicago 
daily newspaper, and 78% more than the third! 


When you address the Tribune’s 640,000 families in metropolitan 
Chicago, you talk to a market of 2,500,000 people—1,000,000 more 
than any other Chicago daily newspaper reaches. Add to this city and 
suburban dominance, another 157,000 families in those important 
Chicago-minded cities that complete the Chicago market. That’s 
the greatest “plus” circulation any space buyer could ask for! 


Here is just one reason why the Chicago Tribune produces such 
impressive results for its advertisers. 


9neS 


The Tribune holds first rank with the great majority of Chicago 
men and women because of the kind of newspaper it is—because 
it is resourceful in getting the news and fearless in printing ict. 
The Tribune holds reader interest as a deep-rooted Chicago 
institution, understanding this market’s wants as no other newspaper 
does, and meeting them abundantly. . 


Because it is the newspaper preferred by readers in this market, 
it is the advertising medium which pays out best for advertisers. 
During 1934 the Tribune led all Chicago newspapers in total 
advertising linage. A Tribune man will call with the facts. 


Chicago Tribune | 


Average net paid daily circulation during 6 months period ended Sept. 30, 1934 
City and Suburban: 644,000— Total: 801,000 
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But they don't! 


The average family (non-farm) spends about 
$700.00 per year for food. Families earning 
twice as much spend only a third more for 
food, yet to reach families spending this extra 
third, advertisers must pay a premium of from 


five to ten times more per 1000 families than 
the cost of reaching 1000 average families 


through MODERN MAGAZINES. 


That is why more and more advertisers are 


making MODERN MAGAZINES their first 


choice in the group field. 80% of the families 


reached by Modern Screen, Radio Stars, 


Modern Romances are in the under $3,000-a- 


year class ... the average reader-age is 26 


and MODERN MAGAZINES is the only group 


consisting entirely of leading magazines. 


MODERN SCREEN +> RADIO STARS + MODERN ROMANCES 


MODERN MAGAZINES 


MADISON 


AVENUE -« 


NE W 


MODERN MARKET FACTS 


GE ANNUAL FOOD EXPENDITURE PER FAMILY BY INCOME LE 


ee ae 


YORK, 


Le 


Knox Gelatine .. . 
ANOTHER New 
Advertiser for The 
Tyro Housewite 
Market. 

a 


PAY TRIBUTE T0 
MEMORY OF COL. 
CARROLL J. SWAN 


Boston, Mass., March 7.—Funeral 
services for Col. Carroll J. Swan, 
Boston publishers’ representative, 
who died in New York March 1, were 
held here Monday, with full military 
honors. 

Col, Swan became ill Feb. 26 while 
attending a business conference in 
New York. He was hurried to Doc- 
tor’s Hospital, where an operation 
was performed Feb, 27. 

The services were attended by lead- 
ers in advertising in New England 
and New York. Mrs. Helen Rogers 
Reid, advertising director of the New 
York Herald Tribune, which Col. 
Swan represented in New England, 
headed a delegation from New York. 

Col. Swan entered the advertising 
business in Boston shortly after his 
graduation from Harvard University 
in 1901, and later became the repre- 
sentative in this area of the Herald 
Tribune, four Philadelphia newspa- 
pers, and nearly a score of other 
publications. 

Three years ago Col. Swan pur- 
chased the Old Farmers Almanac, 
Under his ownership, the circulation 
of the publication was more than 
quadrupled. 

Col. Swan was widely known as an 
organizer in civic movements. He 
was chairman of a committee in the 
Boston emergency relief campaign of 
1931, the only year the campaign 
goal was reached, and in the past 
five years his services had constantly 
been sought for organization pur- 
poses. 


Active in Military Circles 


Soon after completing his univer- 
sity studies, he entered the First 
Corps Cadets, which became a section 
of the 101lst Engineers in 1917, He 
served overseas and was cited for 
bravery. He returned here close to 
the end of the war as an army in- 
structor. Later, Col. Swan wrote a 
book, “My Company,” detailing ex- 
periences of “his boys” in France. 

Although he retired from active 
service after being promoted to the 
rank of colonel, he remained in army 
cirlces, and served as president of 
the Boston chapter of the Military 
Order of the World War, and also of 
the nationally famous Crosscup- 
Pishon Post of the American Legion, 
the post whose membership consists 
exclusively of newspaper and adver- 
tising men. 

Col. Swan was president of the cor- 
poration which conducted the 1930 
American Legion convention in Bos- 
ton. So successful was the conven- 
tion that the corporation paid a re- 
bate of ten per cent of the guaran- 
tees. 

Col. Swan was president of the Ad- 
vertising Club of Boston from 1912- 
1914, and from 1931-33, and governor 
for two years of the Lantern Club, 
magazine representatives’ group. 

The current issue of “Advertising 
News,” published by the Advertising 
Club of Boston, was devoted to trib- 
utes to Col. Swan, Other tributes 
were made in the editorial columns 
of Boston newspapers. 

Honorary pallbearers included men 
prominent in public life and in adver- 
tising. Among those in the list were 
Charles Francis Adams, former Sec- 
retary of the Navy; Frank M. Archer, 
Moxie Company; Henry S. Claus, 
Boston Transcript; John Cushing, 
Boston Daily Record; 

Carl Dreyfus, of the Hearst or- 
ganization; Thomas Dreier; Louis 
Gibbs, Boston Edison Company; 
Gen. James G. Harbord, Radio Corpo- 
ration of America; George Auer, New 
York Herald Tribune; Gilbert T. 
Hodges, New York Sun; Col. Frank 
Knox, Chicago, Daily News; 

Alden H. Kenyon, Kenyon Adver- 
tising, Boston; A. H. Marchant, Bos- 
ton Post; Walter Myers, National 
Broadcasting Company; Henry Park- 
man, Jr.; Gen. John J. Pershing; Ed- 
gar Pinto, Salada Tea Company, Bos- 
ton; E. W. Preston, Boston Herald- 
Traveler; Charles H. Taylor and W. 
O. Taylor, Boston Globe; and others. 
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MAKES MOUTHS WATER 


ad ae: 


Dewar te WALDO ~ 


PS ee Pic 


Gohers Cooma 


Tempting desserts and candies 
made with coconut are featured 
in realistic photographic reproduc- 
tions in the new Baker campaign. 


BAKER COCONUT 
COPY PROVIDES 
HOTEL RECIPES 


New York, March 7.—A four-ply 
campaign, the largest educational 
advertising drive on behalf of Frank- 
lin Baker coconut in several years, 
has been launched, with renewed em- 
phasis on tempting recipes for coco- 
nut cakes, candies and desserts. 

The central part of the campaign is 
a series of full pages in leading 
women’s magazines having an aggre- 
gate circulation of 6,000,000. Copy 
and illustrations deal with coconut 
recipes that are favorites in outstand- 
ing hotels of the country. 

Insertions of two-thirds pages are 
slated for magazines in another 
group, these claiming equal reader- 
ship by husbands and wives. These 
advertisements will reach more than 
4,000,000, according to C. L. Camp- 
bell, Franklin Baker sales and adver- 
tising manager for General Foods 
Corporation. 

Husbands are urged to express 
their wishes for the coconut des- 
serts they favor in restaurants, and 
housewives are told how to make the 
desserts. 

The Baker campaign also includes 
farm papers and magazines circulat- 
ing in small towns. The advertise- 
ments are similar to those used in 
the “equal readership” group. Each 
carries a coupon offering a recipe 
book and sample of Franklin Baker 
southern style coconut, the sample 
being a half-size can, sent on receipt 
of five cents. 

In a similar coupon offering in 
1934, Mr. Campbell said, returns were 
75 per cent greater than in 1933. 


Bachenheimer-Dundes 
Agency Is Organized 

Marshall F. Bachenheimer and 
Harold Dundes have organized Bach- 
enheimer-Dundes, Inc., advertising 
agency, with offices in the Manufac- 
turers Trust Bldg., 1819 Broadway, 
New York. The telephone is Colum- 
bus 5-0340. 

Mr. Bachenheimer is president of 
the new firm, and Mr. Dundes is 
vice-president. 

Gerry Stocker is art director, Fred 
Victor, Jr., is in charge of special 
sales promotion, and R. M. Greene is 
space buyer. 


Lindamood Appointed; 
Plan Safetylight Drive 


Ray W. Lindamood has been made 
first vice-president in charge of sales 
of The Unity Mfg. Company, Chicago, 
maker of Safetylight, an improved 
type of driving light. 

A comprehensive national advertis- 
ing campaign on Safetylight is being 
inaugurated. Sidener Van Riper & 
Keeling, Indianapolis, are in charge. 


Shomo on Photoplay 
Ernest Shomo, formerly on the 
Chicago staff of Physical Culture, has 
n placed on the advertising sales 
Staff there of Photoplay. 
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The Lure of Home News 


Every hour, night and day, detectives in our large cities watch the 
newsstands that sell “out of town” newspapers. For missing men 
from everywhere, drawn by the irresistible lure of their own home- 
town papers, drift invariably to these stands. Home news attracts 
more strongly—more surely—than a magnet draws steel. 


Home news to the absent is no more compelling a magnet than news of his industry to the 
business man. His business is his daily life. What touches it affects his circumstances vitally. 
And the newer and more unsettled his industry the more eagerly does he want such news. 


The electric refrigeration industry is one of the newer industries. Products, supply sources, 
selling methods, markets, personnel, are still undergoing constant change and development. 
Manufacturers, distributors, dealers, salesmen and service men are constantly alert to find out 
“what’s going on” and to try to determine which way the wind will blow. Naturally this 
industry has developed viewpoints all its own and a type of personnel rather different from 
other industries. 


ELECTRIC REFRIGERATION NEWS is the newspaper of this industry. It has grown with it—is a 
part of it—knows it intimately. The News talks to the industry in its own language, brings 
it its news, reviews current conditions, supplies information, analyzes trends, and discusses 
and interprets those things most vital to all concerned. It has become a part of the weekly 
routine of the leaders—the key men of the industry—and its descriptive slogan, “Written to 
be read on arrival’’, is invariably followed. These men recognize that the NEWS represents 
and reflects the industry and therefore that it merits their first attention. 


ELECTRIC REFRIGERATION NEWS is unique among business papers. It holds a position all its 
own because of what it is and what it is doing. That is why its advertising pages are such 
effective instruments and why those who seek preference and prestige in the electric refriger- 
ation industry use these pages so consistently. 


Lf- 


ELECTRIC. 


REFRIGERATION NEWS 


Business News Publishing Co., 5229 Cass Avenue - Detroit 


de 


| a ne aE) 
i} | 
| : a 
Fr F See tpe st Fas 2.5 feces, eigen aba VY os fal“ fo Peer MAS AZIBED 
| Be | gic: tang SS== — 2S RES } 
: “ya |||" > = SSS SSS 2S ee { 
_ | | eek ere — (DEF OF TOWN - PAEGRS OULD HERE 
: : : ih ‘a if a ro appa: a ae OO SSS ee pete eee 5a ; i 
HH} My ,W 4M | | HH | : fie “iistt y iif fT ! (al/) ' r gy ~ I — —> = oh. ——— husiii F 
es | a hi | | ee BA Se Ve ae EE - 
} . / | mh i’ \ | ] 1 pS Hf ‘ iss i Ny hs OT: ae se 2 - = 2 F 
‘4 bea aca f" HF i +8 oe | | | 4 =| : as ay eS Ay 2 52 = = Le : : ; : 
§ ae > ... il | * | I | iI NS We fae ZA Mapa " 
{ bh ~ Be i, ‘ j . NE ’ Hit | Hil livsthas sitll, ¥ Wg 2 e- “3 sb zis = = es ee é ee Pz Z z A = ) ‘ ’ 
, a y rsh \ ee SS =e Bos ets se eae Ja ick 
t. mony 7 ee | i? S HHT! ltt} h MY PS a if yor 3 : 
| ee. ae Hi) | | | SF AMANMNIH aw ee Wh eS Ae. & Re | 
| i | ‘ Ty Bway ' “ry a Y, zi LY Sats SS A E . at = nm 4 3 == hy Wh / a) ; S : 
’ \ TTT - SSS YY =a Sa = B25 y —il, z | 
: q | ue | \ AAAI = “Uy y _ al eS Y y io | Pry 
‘. \\ —_ = YY ffYy.- an) f = 4 or ae 
t \ ok ee, Vee) Hi a 
li we WW J ae V N Ze 7 Yi 2G v4 Zaz 1) ces iy > 
, \ : 4 d y 2 } Ba 14; tj ZAC ot Wij / A ‘ang ¥ \J g Y) S ———— iI as 
M AN YY ZY ‘Zz Wa 2 / A eee 
: ty) \ Bi \ i Wh, an PA | P< fj ELLE iS [= : 
_— Dae ZA, == \\— ho => ne 
| ! : | (Pez = V3 Li MUMS); | Fy t a %, "| } — ee ee 
" | } = a y SS | Crnernnah Enger i ; F| y} i) —" S—_ . 
4 1 NH ar eit Li 5, i - 5 ! f || $= : , 
| iia See = 4 a = —_ 7 7 — : 
WN | ) i) if Fz _ Fea == —— iieucl 87/5 / —= 
; my i 1 | i = hi a Yf = as 
| | | j ay = 5 — . —— Pete i — — a oe : 
a i= ‘aS Fe, eae é —: a= = : == = ee pas 
- Bal 
3 
e 
e 
yf 
ome 
r- 
a 
st . 
n 
‘a 
or : | | bi : ‘ é ; 
, ; ie fan 
: E = ‘df i‘ 
wie 
X- 
Teh 
ve oe 
he 
ny 
of 
ry 
of 
ip- 
on, ' 
sts 
er- . 
or- 
930 
Os- | 
en- 
re- 
; 
Ad- a 
12- 
nor 
ub, 
. | 
ing . 
ing ae e 
3 a 
: ae j 
: pe wee 
ver- 
rere 
Sec- 
her, 
Aus, : 
ing, a 
or- 
ouis 
ny; 
rpo- 
New 
7 
‘ank 
iver- 
Bos- 
onal __ 
ark- : 
Ed- y 
Bos- 
rald- 
er ee 
hers. 
a fea see i es Bee tig eters) Os eer ieee ri Scere eer ce? aa Sade : pies ee oe eee ieee ste | 5 ae gee Dea ae Se sea ce ae x oa a aes tse ae ee om fetes : he es oe : i fe tae : 
RT ne ne ee ames Se Oe RRR eee Selmi Oe Crane see 


10 


ADVERTISING AGE 


March 9, 1935 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered U. S. Patent Office 
ISSUED EVERY SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 537 S. Dearborn St., Chicago. ............000 000 Tel. HAR. 7504 


New York Office, 330 W. 42nd St........ 


SE ee ene Tel. BRyant 9-6432 


G. D. CRAIN, Jr., President and Publisher 


KENNETH C. CRAIN, Vice-President 


E. KEBBY, Secretary 


S. R. BERNSTEIN, 


MURRAY E. CRAIN, Associate Editor 


Managing Editor 
HAROLD MONAHAN, Eastern Editor 


RALPH O. McGRAW and KEITH PAXTON, Associate Editors 
Correspondents in All Principal Cities 


Advertising Representatives 


W. E. DUNSBY, Vice-President and Eastern Mgr., New York 


O. L. BRUNS, Chicago 


SIMPSON-REILLY, Russ Bldg., San Francisco, WALTER S. REILLY, Manager; 
536 S. Hill St., Los Angeles, GORDON SIMPSON, Manager 
B. FRANK COOK, Walton Bidg., Atlanta, Ga. 


MEMBER 
Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers’ 


Association, Advertising 


Federation of America. 


Vol. 6, No. 10 


MARCH 9, 1935 


5 Cents a Copy, $1 a Year 


The Utilities Fight Back 


Now that the policies of the na- 
tional government with reference to 
public utilities have been fully devel- 
oped, through the TVA and proposed 
legislation regarding holding com- 
panies, it is interesting to note that 
the groups directly concerned have 
decided to fight for an informed pub- 
lic opinion through advertising. 

The only way wrong governmental 
policies can or will be changed is 
through pressure from the public. 
Even the most obtuse politician rec- 
ognizes the voice of the voter, ex- 
pressed to him in unmistakable terms. 
And while the distribution of facts to 
investors—who also happen to be 
voters—through advertising or other- 
wise is invariably termed propaganda 
by the indignant politician whose 
plans may be interfered with, the howl 
of rage which goes up is ample evi- 
dence that the effort has been ef- 
fective. 

In the development of the whole 
TVA project there has been a remark- 
able disregard of the rights of in- 
vestors and the public. The effort to 
create a new kind of community, en- 
tirely different from the rest of the 
United States, has resulted in patent 
injustice to utilities, to merchants 
and to investors whose money has 
been used for the operation of these 
public services. 

In the case of the holding company 
legislation, the effort apparently is 
not to regulate but to destroy. The 
aim may be to punish those who man- 


ipulated utilities through holding 
companies, but the effect will be to 
confiscate the property of individual 
investors whose money has been 
placed in the securities of those com- 
panies. 

Only an indifferent or uniformed 
public will permit these things to hap- 
pen. And the utilities very properly 
are recognizing the importance of 
presenting the facts not only to their 
own stockholders, but to the public at 
large. Investors are beginning to de- 
velop a class consciousness forced 
upon them by the determination of 
politicians to acquire complete con- 
trol of wealth and income through 
regulation and taxation; and they are 
at last becoming articulate. 

The great body of American citi- 
zens is not in favor of unreasonable 
or unjust attacks upon any group; 
they sympathize with the underprivi- 
leged while demanding an even break 
for those who have won a better place 
in the American community, where 
privilege is open to all. They need 
information as to what is happening, 
and in addition to the material pre- 
sented in newspaper and magazine 
articles, they should have direct state- 
ments, through advertising, from the 
companies most directly concerned. 

Advertising may yet play an impor- 
tant part in enabling the public to 
express its opinicns regarding meas- 
ures which are intended to remake 
the structure of the American com- 
munity. 


Showmanship 


In the same issue of ADVERTISING 
AcE in which Eddie Cantor told ad- 
vertisers that their greatest needs 
are sincerity and showmanship, ap- 
peared a news story describing the 
plans of the Hupp Motor Car Cor- 
poration for a giant driveaway by 
owners, coupled with a pageant of 
transportation in which railroads, air 
lines and other transportation agen- 
cies will participate. 

It is evident that advertisers are 
already thinking along the lines sug- 
gested by the stage, screen and radio 
star in his interview. Last summer 
at the world’s fair in Chicago the 
Standard Oil Company of Indiana 
dramatized its theme of “live power” 
with a show in which live circus ani- 
mals were featured. General Electric 
has sent trainloads of screen stars 
across the country to tie up movie 
appeal with refrigerator merchandis- 
ing efforts. 

The radio has of course been re- 


in Advertising 


sponsible for much of the new think- 
ing of advertisers on the subject of 
dramatizing sales promotion and de- 
veloping showmanship in their sell- 
ing. But showmanship, from the sales 
and advertising standpoint, is more 
than entertainment—it is presenting 
the sales story in dramatic form so 
that the basic idea gets over to the 
prospective user with maximum in- 
terest and appeal. As the Hupp pro- 
motion shows, showmanship can be 
used with any kind of advertising 
tie-up, provided the basic idea is 
right. 

Men like Eddie Cantor, whose ex- 
perience in the show world is coupled 
with actual work in merchandising 
activities, can supply practical point- 
ers on the technique of showmanship, 
and advertisers at present are work- 
ing in a direction which will en- 
able them to adapt and _ utilize 
those ideas to the best possible ad- 
vantage. 


FOUNDED" 


4 


—Chicago Tribune. 


Voice of the Advertiser 


Hanson’s Comments on 


Post Office Draw Fire 


To the Editor: Mr. Elisha Hanson, 
counsel of the A. N. P. A., I believe 
used an unfortunate term in his 
statement reported in the Feb. 23 
issue of ADVERTISING AGE, when, in re- 
ferring to the Post Office Department 
order permitting bulk delivery of un- 
addressed mail, he said, “The gov- 
ernment has no right to extend 
favors to one business at the expense 
of another.” 


I fear that this is apt to reopen the 
old controversy regarding preferen- 
tial rates extended to second class 
mail. The direct mail interests have 
been content for the last year or so 
to let that matter lie ... and to 
refrain from comparing the second 
class rates and income with first and 
third class. 

Publications have for years not 
only accepted but insisted on the con- 
tinuation of “favors” from the Post 
Office Department running into mil- 
lions of dollars. Just look at these 
figures on comparative income—Post 
Office Department fiscal year 1934: 


Average Revenue Per Pound— 

Se 035s neanees $1.11 
Average Revenue Per Pound— 

SHG GiNOO WAL 6c ccccsccecs 
Average Revenue Per Pound— 

og ei 0.1937 

Or, if one is interested to see how 
far this favor business can go, look 
what it costs in actual money to 
grant these favors: 

In 1934 first class mail was handled 
at approximately 110 million dollars 
profit. The loss on handling second 
class mail amounted to 77% million 
dollars, while the loss on third class 
mail amounted to 17144 million dol- 
lars, 

Doesn’t it look as though the Post 
Office Department might be endeavor- 
ing—by extending the use of third 
class mail—to wipe out entirely the 
comparatively small deficit which 
this class incurs? And, wouldn’t it 
perhaps be better if the publishing 
interests would make some construc- 
tive suggestion as to how their 77% 
million dollar deficit might be de- 
creased? 

Although the above figures are ac- 
curate and tell a true story, I don’t 
believe they are worth the powder 
to blow them up—except in an argu- 
ment where the pot calls the kettle 
black! 

In my personal opinion, Mr. Han- 
son—and other association secre- 
taries and counsels—might better 
improve their time in endeavoring 
to help and improve all advertising. 

Unfair? Favors? If one were to 
take such things too seriously, 
phrases about people living in glass 
houses, etc., would come to mind. 
But—let’s forget it—let’s get together 
—let’s sell advertising—all advertis- 


ing—as a justifiably economic neces- 
sity. 
LEONARD J. RAYMOND, 
President, Dickie-Raymond, Inc., 
Boston, Mass. q 


Hanson’s Speech Stirs 
Smith to Rebuttal 


To the Editor: In the Feb. 23 issue 
of ADVERTISING AGE, I notice the 
heading: “Dailies Fight P. O. De- 
livery of Circulars.” 


Where in the world does this 
Elisha Hanson, counsel of the Ameri- 
can Newspaper Publishers Associa- 
tion, get off with the statement that 
“the government is now making an 
attempt to increase the business of 
direct mail advertisers at your ex- 
pense.” According to your article, 
Mr. Hanson told the publishers that 
at an association luncheon. Then he 
went on to say: “The government 
has no right to extend favors to one 
business at the expense of another.” 

Does Mr. Hanson ever see the Post 
Office report at the end of every year? 
If so, he must notice the huge deficit 
that is caused by handling second 
class mail. He must also know that 
the Post Office Department has been 
absorbing this deficit for a number 
of years and that really the govern- 
ment has been extending a real favor 
to second class mail because they 
have not raised the rates to make it 
pay its way. 

I notice the resolution as intro- 
duced by Mr. R. L. Heminger, chair- 
man of the association’s postal affairs 
committee. It is a ridiculous thing. 
Of course, the Post Office Department 
is going to the extent of actually 
urging patrons to use the mails. Why 
not? When he states that “we are 
convinced that such order operates to 
the detriment and injury of the ad- 
vertising business,” he doesn’t know 
what he is talking about, because 
direct mail advertising is certainly 
an important part of the advertising 
business. He further states that 
“resultant harmful effects will be 
caused even to the government 
itself.” How does he know that? It 
is certain that the Post Office Depart- 
ment wouldn’t have sanctioned Postal 
Order No. 6339 if it was going to be 
harmful to the Post Office Depart- 
ment. 

The Department is looking for 
volume to help saddle the cost of 
second class mail, and it is about 
time that some of these newspaper 
people recognized that. We direct 
mail people of the country realize 
that there is no congressman or sen- 
ator who has the nerve to introduce 
a bill to raise second class rates. We 
appreciate that whoever did such a 
thing would be crucified by the press. 
But we also appreciate that it is 
about time the business mail users 
of. the country stood up in their 


boots and combatted this arrogant 
attitude of the newspapers. 

According to the cost ascertain- 
ment report of the Post Office Depart- 
ment for 1934 and issued on Jan, 1, 
1935, first class mail showed the gov- 
ernment a profit of $110,000,000. Sec. 
ond class mail showed a loss of $77,- 
000,000; third class mail showed a 
loss of $17,000,000; and fourth class 
mail showed a loss of $19,000,000. 
These figures do not take into ac- 
count relative priority, degrees of 
preferment, and value of service in 
respect to expenditures. If they did, 
second class mail would show a much 
larger deficit and third and fourth 
class mail would possibly show a 
profit. ’ 

I certainly agree with Mr. Hanson 
that the government has no right to 
extend favors to one business at the 
expense of another, and it is about 
time they raised second class rates. 

J. A. Smiru, Jr., 
Advertising and Sales Manager, 
Frank E. Davis Fish Com- 
pany, Gloucester, Mass. 


m9 9 


Hanson Tells of Plan 


Behind Consumer Copy 
To the Editor: I have intended 
for some time to write you relative 
to a new campaign that our company 
instituted in Fortune beginning with 
the January issue. This is the first 
time in our history that we have ever 
used a so-called general magazine, 


Attached are reprints of the Janu- 
ary and February advertisements 
which may be of interest. The first 
advertisement introduces our prod- 
uct to what we consider a new audi- 
ence and our purpose is to explain 
the advantages of glass lined steel 
for fighting corrosive elements, main- 
taining food purity, improving effi- 
ciency of certain process operations 
and obtaining greater sanitation in 
the production line. After all, what 
is more sanitary than the glass from 
which you drink? Our equipment 
parallels this in commercial applica- 
tion. 

Each of our advertisements, except 
the first one, refers specifically to 
some large installation in one of our 
major fields which, as you may know, 
include the dairy, ice cream, cream- 
ery, food, canning, drug, cosmetic, 
chemical, brewery, and distilling in- 
dustries. 

All of the advertisements are being 
made up in the form of reprints as 
part of our mail campaign. 

Our company is enjoying a real 
pick-up in many lines. Increased and 
more aggressive advertising is de- 
serving of some of the credit. 

H. R. HANSON, 
Advertising Manager, The Pflaudler 
Company, Rochester, N. Y. 


Develops Unusual Point 
of Sale Display Piece 


To the Editor: We enclose here- 
with a photograph of the new point 
of sale display developed for our 
client, C. W. Abbott & Co., Inc., mak- 
er of Abbott’s Aged bitters. 

We send you this photograph in 


the belief that you are interested in 
new merchandising developments 
within the trade. Since this counter 
display has been put into use, Ab- 
bott’s sales have increased most per- 
ceptibly. 

The photograph shows a carton 
which holds four two-ounce bottles. 
A similar display has been developed 
for the one-ounce bottle and holds 
six of this size. 

; THEODORE A. NEWHOFF, 

Theodore A. Newhoff Advertising 

Agency, Baltimore, Md. 
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HEN we promised you “Velvet in 

advance,” we were pretty confident 
that the big promotion push planned by 
the twenty-one newspapers would quickly 
show up in circulation. But, frankly, we 
had no idea the resulting bonus of circu- 
lation would be so handsome. 


How much is “handsome”? We honestly 
don’t know ourselves, yet. All we know 
now is that the print orders are running 


well over FIVE MILLION* even in these 
first few weeks. 


*Net Paid, A. B. C., 4,051,285 


These, of course, are just print orders, but 
they show a goodly percentage of “velvet.” 


THIS 


NW) 
A Powerful Sales Force in America’s a\? Market 


ATLANTA, BALTIMORE, BIRMINGHAM, BOSTON, BUFFALO, CHICAGO, CINCINNATI, CLEVELAND, DALLAS, DETROIT, INDIANAPOLIS, MEMPHIS, MILWAUKEE, MINNEAPOLIS, NEW ORLEANS, NEW YORK, OMAHA, PHILADELPHIA, PITTSBURGH, ST. LOUIS, WASHINGTON 
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What we meant by ‘ 


“Velvet” 


Most of this “velvet represents real circu- 
lation increases. Some copies are ordered 
by enterprising circulation managers for 
house-to-house sampling on the home 
grounds of rivals. (Even these extra-A. B. C. 
copies go into good homes, make new 
friends for THIS WEEK. They get read—in- 
cluding the advertisements.) 


These print orders may give you a rough 
idea of what we meant by “velvet.” They 
indicate the healthy circulation bonus al- 
ready enjoyed by progressive manufactur- 
ers using THIS WEEK. After all, we claim 
only FOUR million, and chargeaccordingly. 


2 RS SEE 


SAN FRANCISCO: 111 SUTTER STREET 


DETROIT; GENERAL MOTORS BLDG. LOS ANGELES: LINCOLN BUILDING 
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RECALL UNEEDA 
BISCUIT SCOOP 
ON COMPETITION 


‘Then and Now’ Symposium 
at Packaging Show 


Chicago, March 7.—How National 
Biscuit Company exploded a bomb in 
the bakery field in 1898 with the now 
famous Uneeda Biscuit package was 
related at the “Then and Now” sym- 
posium of the Packaging Exposition 
at the Palmer House yesterday after- 
noon. The N. B. C. package was one 
of a parade of new and old ones 
which passed in review before the 
packaging experts. Arthur S. Allen, 
New York colorist, presided at the 
session. 

George Kirk, of Robert Gair Com- 
pany, told of the development of the 
Uneeda package, which was done in 
darkest secrecy and after long experi- 
mentation. Philip Ruxton, of Inter- 
national Printing Ink Company, de- 
veloped a new ink, “Uneeda Purple,” 
for the package, intended to capture 


the largest market then offered in the 
bakery field—and the only one in 
which the housewife herself did not 
compete at that time. 

It was about Christmas, 1898, that 
the Uneeda Biscuit container was 
ready. Even the company’s salesmen 
had not been apprised of details and 
had done no selling. Consequently, 
National Biscuit Company shipped 
out vast quantities of Uneeda Biscuit 
in its new garb to grocers who had 
never even heard of packaged soda 
crackers. 


Hell to Pay 


In the words of Mr. Kirk, “there 
was hell to pay,” and it was many 
moons before all of the retailers were 
mollified. However, National Biscuit 
profited largely through its enter- 
prise, which did much to revolution- 
ize the retail grocery business of the 
country and forced competitors to 
adopt altogether new tactics. 

Walter L. Fretz related how Joseph 
Burnett Company turned a new pack- 
age to good use. Extracts deterio- 
rated rapidly when exposed to light. 
Burnett finally developed an amber 
bottle which kept out most of the 
violet rays which did the damage, 
thus simplifying their business and 
that of dealers immeasurably. The 
new bottle was brought out in a 
squat size which was hard to tip over. 
Standing upright, the container was 
given fine display by dealers, who 


WINS AWARD 


mais | 


Standix cartridge lubrication sys- 
tem kit, which won an award in the 
American Management Associa- 
tion competition for distinctive 
merit in technical development. 


flat on their shelves in the past. 


had been forced to lay such bottles 


The audience was given a picture 
of the evolution of the famous Grape- 
Nuts package. The first one looked 


WHO WILL GET 


THE CHEM & MET AWARD 
for 1935 Chemical Engineering Achievement? 


i 


FIRST AWARD, IN 1933, WON BY 
CARBIDE & CARBON CHEMICALS 
CORPORATION. 


The editorial program will be set up, the objectives and conditions defined and 
the jury of Award announced in a double-feature issue of Chem & Met in April 


5 pw April issue will fire the opening gun in the 
tercentenary celebration of American chemical 
industry that winds up in San Francisco with the 
August convention of the American Chemical 


Society. 


Chem & Met's contribution to this notable anni- 
versary observance will be a history of an interest- 
ing phase of chemical engineering development that 
has been discussed up to now only in contempor- 
aneous terms—a history of the tools of the profes- 
sion. Obviously such an unique presentation of 
chemical engineering equipment is going to be 
welcomed by chemical engineers everywhere. 

The story of the tools, the equipment of chemi- 
cal engineering is the story of American chemical 


Chemical engineering is the science of prod 


sively two years 


advancement. This fact was brought home impres- 


ago when Chem & Met threw the 


spotlight of seven successive issues on the depres- 
sion achievements of chemical engineering. No 


one could escape the fact that every achievement 


of equipment. 
The climax of 


cited was shared generously by the manufacturers 


this double-feature April issue will 


be what our good advertising friends make it. The 
job of presenting the last word in the modern 
equipment of chemical engineering, of orienting 
it in terms of technological achievement, is mani- 
festly their responsibility. Undeniably it is a real 
advertising opportunity—a made-to-order issue for 
equipment manufacturers. 


cial volume the products of our modern chemical laboratories 


CHEMICAL & METALLURGICAL 
abp 


abc ENGINEERING 


Chan kMet 


A McGRAW-HILL PUBLICATION 


330 W. 42nd ST. NEW YORK 


like a patent medicine container, it 
was pointed out, later packages be 
ing designed to stamp Grape-Nuts as 
strictly a food product The third 
package was adopted in 1930. It re- 
sulted in a seven per cent gain in 
sales, in that year, this figure being 
definitely established because Grape- 
Nuts already had complete distribu- 
tion among retailers and none of the 
gain was accounted for by new out- 
lets. 

A fourth new package was adopted 
in 1934 and the company registered 
the largest gain since 1915, sales 
jumping 23 per cent. 


Tells of Sears’ Work 


Joseph Givner, of Sears, Roebuck & 
Co., Chicago, told of the redesign 
work done by that company. A pack- 
age department was established in 
1930 to correlate design, simplify 
sizes and standardize colors. Many 
colors were eliminated, two instead 
of four being adopted as standard. 
The Munsell color system helped the 
company bring order out of chaos in 
this department and specify colors to 
producers of their merchandise. Not 
the least important result was re- 
duction of expense. 

Thomas B. Royal & Co. multiplied 
their sales ten times when, they 
packed their line of potato chips in 
Cellophane bags printed in color, it 
was asserted. 

Paul Ressinger, Chicago designer, 
told of his work for Holeproof 
Hosiery Company. In order to con- 
vert stockings into a gift item for 
birthdays, Holeproof brought out a 
box lid for every month in the year. 
The boxes themselves were un- 
changed, the lid fitting any box, so 
that dealers could keep their stoek 
up to the moment merely by chang- 
ing lids. 

Mr. Ressinger also figured in Mont- 
gomery Ward’s redesign enterprise. 
He said the chaotic appearance which 
characterizes most department stores 
had been eliminated by the simple 
expedient of unifying each depart- 
ment by color and design, all depart- 
ments being tied together by a fam- 
ily resemblance in design. 


Other Packages Discussed 


Morton Salt Company’s new pack- 
age was designed to give a strong 
impression of quality and thus de- 
feat price competition, it was related. 

Allan Brown, of Bakelite Corpora- 
tion, New York, told of a Bakelite 
package developed for Encyclopedia 
Brittanica in connection with a set 
for use by youngsters. The molded 
container, the largest of the kind 
ever made, was surmounted by a 
globe, on which the juveniles could 
follow adventures in any part of the 
world. 

W. A. Kittredge, of R. R. Donnelly 
& Sons Company, Chicago, described 
a new binding developed for the same 
publishers. This, too, was to intrigue 
youthful students. It took the form 
of a pattern which gave the bindings 
a functional use. Charts on the end 
pages told the youngsters how to 
make things. 

How Bauer & Black, Chicago, took 
one general design and applied it to 
a line of between 3,000 and 5,000 
items was related by Arthur E. Tat- 
ham, advertising manager. A _ re- 
markable reduction in printing costs 
was one of the results. 


C. C. A. to Extend 
Work to Canada 


Activities of the Controlled Circu- 
lation Audit, Inc., will be extended 
into Canada, the C. C. A. board of 
directors decided at a meeting in 
New York Feb. 27. The decision fol- 
lowed a survey of Canadian and 
American publishers, advertisers, 
and agencies, 

Canadian publications will be au- 
dited in Canada on the same basis 
as in the United States. The audits 
will be made every six months. 

Leonard Tingle, of Progressive Gro- 
cer, has been elected a member of 
the C. C. A. board of directors. 


Worcester Trust 


Company Names Gray 


Jerome B. Gray & Co., Philadelphia 
advertising agency, have been ap- 
pointed to direct the advertising of 
Worcester County Trust Company, 
Worcester, Mass. 

The account will be handled by the 
agency’s New York office, in charge 
of Averell Broughton. 


Largest Cigar Store 
Indian in the World 
Set Up in Montreal 


Montreal, March 7.—All the old- 
timer cigar store Indians that were 
once familiar figures in Canadian and 
American cities are put in the shade 
by what is announced as “the biggest 
red Indian in the world,” erected 
here this week by McColl-Frontenac 
Oil Company as a city-dominating 
advertisement for Red Indian oil. 

Fifty-six feet high and weighing 
one and a half tons, the giant figure 
stands on a prominent down town 
Montreal corner. Only the Statue of 
Liberty, it is said, exceeds the Mont- 
real Indian’s dimensions. The arms 
are over 17 feet long, the feet seven 
feet and from shoulder to shoulder 
the figure measures 14 feet. 

The figure was cast in five parts, 
legs, torso, bust, arms and head, from 
a 70-ton clay model. It is constructed 
of papier mache over a wooden 
frame. Waterproof paints of many 
colors make the figure a colorful one 
and the figure is complete, to toma- 
hawk and feathered head dress. 

Built in Longeuil, about 15 miles 
from Montreal, the figure was trans- 
ported to the city in three drays and 
mounted with the aid of a 60-foot 
crane and a crew of 20 men. First 
result of the advertising stunt was a 
traffic jam as hundreds of Montreal 
citizens crowded the street corner 
watching the huge figure go into 
place. 


Sacony Knitted Wear 
Account to Randall 


S. Augustein & Co., New York, 
makers of Sacony knitted wear and 
beach wear, have appointed The Ran- 
dall Company, Hartford, Conn., to 
handle their national advertising. 
Wilbur Randall, head of the agency, 
will handle the account. 

Consumer advertising will include 
use of Harper’s Bazaar, Vogue and 
newspaper dealer tie-ups. Sacony 
wear is sold through specialty shops 
and department stores. 


To ones Comics 


Starting with the issue of March 
10, the Charleston, W. Va., Gazette 
will publish as part of its regular 
Sunday newspaper a 16-page, four- 
color comic section, tabloid size, five 
columns by 200 lines. Geo. B. David 
Company, New York, represents the 
Gazette. 


Hotels Appoint 


Craven & Hedrick, New York, have 
been appointed to direct advertising 
for four New Jersey hotels. These 
are the Warren Hotel, Spring Lake 
Beach; The Stockton, Sea Girt; Feni- 
more Hotel, Asbury Park; and Penin- 
sula House, Seabright. Newspapers 
and magazines will be used. 


Returns to B. S. & F. 


Neal Nyland, formerly of the ad- 
vertising and sales promotion staff 
of the Plymouth Motor Corporation, 
has rejoined the copy department of 
Brooke, Smith & French, Inc., De 
troit advertising agency. 


THE BIGGEST STATE? 


Some say Texas. But the 
581,000 readers of National 
Sportsman and Hunting & 
Fishing annually spend more 
retail dollars than all Texans 
combined. 


Responsive readers? Just try 
them. The cost is only $2.79 a 
thousand, 


NATIONAL SPORTSMAN 


and 


HUNTING & FISHING 


Boston New York Detroit 
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‘Lhe Feudal System 
of Modern Marketin 


In feudal times, when the king went out to fight, 
it made a very sizeable war. 


He sent out half a dozen heralds to as many princes 
and dukes, saying, “Come on, fellows, I’m in a scrap 
and I want your help.” 


They in turn sent word to earls and barons, who 
in their turn called their knights and squires, and 
all summoned their vassals and men-at-arms. 


Over night, an army was on the march. 


* * * 


There isasimilar feudal system in modern marketing. 


The wise merchandiser first enlists New York. The 


THE 


heralds ride forth. The pibroch sounds, “New York 
is buying ........” The buyers in the leading 
stores in 40 other principal trading centers fall into 
line. And then the American market is on the march. 


Out, out speed the messengers to town and village 
and hamlet. And the job is done. 


There is only one New York —only one spot in 
the country that is followed conscientiously, punc- 
tiliously by the rest of the nation. 


Of course there are many ways to capture the New 
York market. The New Yorker is only one. But 
it is quick, easy and effective; and it nearly always 


does the job. 


NEW YORKER 


25 WEST 45th STREET « NEW YORK 
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I. G. A. Launches Contest 
on Prune Juice, Raisins 


A nationwide retailer contest cov- 
ering the sale of prunes, raisins, and 
prune juice has just been launched 
by the Independent Grocers’ Alliance 
of America, Chicago. 

Appropriate advertising material 
has been supplied to retailers. This 
includes pennants, window posters, 
and dodgers. Newspaper advertising, 
directing consumer attention to the 
“IGA Salebration of Dried Fruits,” 
will make its appearance during the 
sale. 

The country has been divided into 
six sections for the purpose of award- 
ing grand prizes, consisting of rail 
and steamship trips. In addition, 126 
cash awards will be given retailers 
rolling up the largest sales. 

In most parts of the country, the 
contest is being held March 1-16. 
Other sections will take part at later 
dates. 


C. R. Hoag Dies 
Chester Robinson Hoag, 74, a 
founder of Whitehead & Hoag, New- 
ark, N. J., makers of advertising spe- 
cialties, died in Newark March 1 
after a short illness. 


Sears Names Wilder 


Henry C. Wilder has been ap- 
pointed advertising manager of the 
Sears, Roebuck & Co. retail store at 
2900 Reading Road, Cincinnati. 


SALES CLIMB AS 
GROCERY CHAIN 
REVISES METHODS 


Customers’ Testimonials 
Used in Butler Copy 


New York, March 7.—After three 
months’ effort to breathe new life 
into its advertising and merchandis- 
ing methods, the James Butler Gro- 
cery Company has made striking 
progress toward recapturing a lead- 
ing place among grocery chains in 
metropolitan New York. 


Prior to 1929 the chain was a dom- 
inating factor in the New York mar- 
ket. In subsequent years, however, 
the company felt the pressure of 
more aggressive competition. Late in 
1934, Butler officials took steps to 
modernize the 52-year-old organiza- 
tion without delay. 

Early last December James Butler, 
president of the Long Island City 
company, retained Platt-Forbes, Inc., 


to handle the stores’ advertising, with 
W. A. Forbes as account executive. 

Following the appointment, Butler 
advertising underwent a major opera- 
tion. A store survey was made, cus- 
tomers were interviewed at their 
1omes, and the information gathered 
was worked into effective copy ap- 
peals. 

According to a statement made to 
ADVERTISING AGE by the company, the 
advertising campaign, together with 
new merchandising methods, has re- 
sulted in a steady growth in Butler 
sales since Dec. 17. 

“Sales throughout the 571 stores 
during the ten-week period, Dec. 17 
to Feb. 16, have shown an increase 
of 19.3 per cent over the correspond- 
ing weeks of 1933-34 ... on an adver- 
tising expenditure of one-half of one 
per cent of gross sales,” the state- 
ment said. 


Stores Are Concentrated 

The agency’s first step was to make 
a survey of Butler stores. Three hun- 
dred of the 571 stores are concen- 
trated in the five boroughs of Greater 
New York, while the remainder are 
in suburban communities reaching as 
far as Danbury in _ Connecticut, 
Poughkeepsie to the north, Asbury 
Park in New Jersey, and Patchogue 
on Long Island. 

The conclusions drawn from this 
survey were first, that the sales ap 


| want better coverage . .. 


A survey of 25,000 homes in 1934 proves con- 
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clusively that the great circulation of The News 


follows a clear pattern. 


It increases steadily in 


density in proportion to the increase in purchasing 


power of the areas it serves. 


purchasing power is low. 


It is lowest where 
It is highest where pur- 


chasing power is greatest. 


If you want the best of the Detroit market— 
here it is! 85% of the circulation of The News is 
concentrated in the Detroit Trading Area—home- 
delivered by exclusive News carriers. 


The Detroit News 


THE HOME NEWSPAPER 


New York: I. A. KLEIN, INC. 


Chicago: J. E. LUTZ 


Now the real “Old Glory” in whiskey 


UU — ~— Cream 


BRAND (Blended, Rod and White Late Bonded, Bina Label) 


The Kichnes and Smoothness 
of Cream on the Cream of alt Blonde 


Unusual advertisement for Schen- 

ley Distributors, Inc., in which the 

company's chemists and distillers 
are featured. 


peal should be directed to the “mid- 
dle” class in the main, and, second, 
that the institutional appeal should 
be the outstanding characteristic of 
the Butler chain, namely, the un- 
usually personal and cordial relation- 
ships built up over many years be- 
tween store managers and patrons. 

The Butler stores were uniquely 
situated for newspaper advertising. 
There are only two grocery chains 
out of nine that have a general dis- 
tribution of stores throughout the 
metropolitan area, and therefore can 
benefit most from the entire circu- 
lation of newspapers. Butler is one 
of the two. 


During the week before Christmas 
the advertising offensive for Butler 
was launched with a seven-column 
insertion in two morning and three 
afternoon newspapers. 

There had been a necessary closing 
of 83 unprofitable stores, with atten- 
dant unfavorable publicity. There- 
fore, the first advertisement, in addi- 
tion to offering some startling holi- 
day specials, also included as a vital 
part of the copy the address of every 
store in the chain, thus dramatizing 
the wide scope of Butler operations 
and directing prospective customers 
to the nearest store. 


Customers to the Rescue 


For a short time a ballot type of 
copy was used. Then, for a number 
of weeks small-space advertisements 
appeared the day before each week- 
end insertion, advising women to de- 
lay their shopping for pantry stocks 
until they had read the Butler ad- 
vertisements. 

With the arrival of the new year, 
preparations were made to inject 
Butler copy with a personalized type 
of appeal. Women representatives 
from the agency started calling at 


random on Butler store managers. 
From them were obtained the names 
of typical customers. 

In calling upon these customers, 
the agency representatives found 
women happy to talk about the years 


j|they had traded at Butler’s, the con- 


fidence they have in Butler managers, 
and the actual savings made over a 
period of years by trading at the But- 
ler stores. 

Despite absence of offers of com- 
pensation, these housewives agreed 
to the use of their photographs in 
Butler advertising, each photograph 
to be used in conjunction with the 
photograph of the manager of the 
Butler store patronized, and to the 
printing of their statements on “Why 
I Trade at Butler’s.” 

“Because Butler’s has such fine and 
trustworthy men in the store I can 
let my children do the shopping,” one 
customer said, while another revealed 
that she has “moved three times and 
each time I go to the nearest Butler 
store ... it’s the little services that 
make a big difference.” 

Outstanding in value, both adver- 
tiser and agency believed, was this 
testimonial: “‘My mother traded at 
Butler’s for a household of 14 chil- 
dren. Today all of us, now grown up, 
still trade there.” This statement 
was used during the past week. 

In each advertisement, the name 
and address of the housewife are 
given, assuring the reader that the 
statement was actually made. 


To Start Campaign 
for Imported Beer 


An advertising and merchandising 
campaign to introduce Heineken’s 
imported Holland beer will be inau- 
gurated in the near future. Metro- 
politan newspapers and magazines 
will be used in the campaign, to be 
directed by Albert Frank-Guenther 
Law, Inc., New York. 

Brewed by Heineken’s Bierbrou- 
wery Maatschappij, N. V. Rotterdam, 
and distributed by Austin, Nichols & 
Co., Inc., Brooklyn, the beer, both 
bottled and draught, will be sold to 
principal restaurants and hotels as 
well as for home consumption. 

The beer is said to contain less 
bubbles or gas than ordinary beers. 
The bottle is capped in a way which 
permits of its being opened without 
an opener or corkscrew. 


Gets Vimay Account 


Vimay, Inc., headed by Victor Viva- 
dou, has placed its advertising ac- 
count with Chet Crank, Inc., Los 
Angeles agency. Radio and newspa- 
pers will be used to introduce Am- 
photeric, a new type of face cream. 


Names McDonald 


J. E. McDonald has been appointed 
Chicago representative of Monroe 
Business-Building letterheads, Hunts- 
ville, Ala., with offices at 537 S. Dear- 
born St. 
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binding suitably. 
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DUMMIES 


619 South La Salle Street 


_ The Binding 
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STYLING 


Every book published has problems in styling the cover and 


Dignified, conservative Year Books for the Medical Profession 
in black and gold are bound by Brock & Rankin in expectation 
of their reference handling through many years to come. 


Consultation with Brock & Rankin will aid you in working out 


the most effective and economical covers and bindings, whether 
you are planning catalogs, schoolbooks, fiction, or general pub- 


“Commercial Book Binding at Its Best’’ 
RECOMMENDATIONS 


ESTIMATES 


INCORPORATES 


CHICAGO Phone Harrison 0429 
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BIG COPY FOR BOOK 


INFLATION 


AHEAD! 
What to Do About It 


the fore- 


rought out 
Kiplinger's book on inflation im- 
mediately after the Supreme 


Court's gold decision was handed 
down, and backed it up with seven- 
column and full-page newspaper 


copy. 


DUART TO START 
MOVIE MAGAZINE 
FOR SHOP OWNER 


Beauty Equipment Maker 
Opens Consumer Drive 


San Francisco, Cal., March 7.— 
Plans to blanket the entire beauty 
shop industry in the United States 
with a magazine, “The Hollywood 


Mirror,” are being made by the Duart |" 


Mfg. Company, beauty shop equip- 
ment and supply firm. 

The company will experiment with 
the publication to determine its merit 
as a substitute for Duart’s usual 
method of advertising to the trade. 

Duart consumer advertising for 
1935 has been expanded. A campaign 
just released involves the use of 15 
magazines. Space varying in size 
from one column in black and white 
to full pages and four-color covers, 
will be used in the Fawcett Women’s 
Group, the Modern Group, the Tower 
Group, and the Screenland Unit. 


“The Hollywood Mirror” will con- 
tain 24 pages. It will be printed in 
rotogravure and will feature news 
and gossip of the “movie” world, 
Playing up the hair dress styles of 
the motion picture stars. 

Articles by hair dressers in the 
film studios are expected to interest 
both the beauty shop owner and cus- 
tomer. Officials of the company have 
not yet decided whether the publica- 
tion’s pages will be opened to other 
advertisers. 


Feature Stars in Copy 


A subsidiary to Duart has been 
formed to manage the free-controlled 
circulation magazine, which will go 
to 50,000 beauty shops. The company 
will be known as the Hollywood Pub- 
lishing Company, with offices at 525 
Market St., San Francisco, where the 
publication will be edited. It will be 
written in Hollywood and printed in 
Louisville, Ky. 

In the consumer advertising being 
released, coiffures of motion picture 
stars in current and forthcoming pro- 
ductions are shown. The advertising 
States that “many a lovely star owes 
the rich lustrous beauty of her wavy 
hair to the beauty specialist who 
gave her a Duart permanent,” and 
admonishes the reader to “let the 
Stars guide her choice” of her next 
permanent. 

Because of the seasonal character- 
istics of the beauty shop business, 
most of the consumer advertising will 
appear during March, April, May, and 
June. Duart advertising is under the 
direction of the M. E. Harlan Adver- 
tising Agency, San Francisco. 


To Start New Daily 
in Santa Ana, Cal. 


Publication of a new afternoon 
daily newspaper, the Santa Ana Jour- 
nal, will begin early in May in Santa 
Ana, Cal. The newspaper will be 
owned and operated by John P. 
Scripps, Roy Pinkerton and E. F. Elf 
strom, owners and operators of the 
Ventura County Star, Ventura, and 
the Chronicle, Santa Paula. 

Mr. Scripps is a grandson both of 
E. W. Scripps, founder of the Scripps- 
Howard Newspapers, and of Milton 
A. McRae, his lifelong partner. 


Bruck Moves 


Franklin Bruck Advertising Cor- 
poration, formerly located at 246 
Fifth Ave., New York, has moved to 
the RKO Bldg., Rockefeller Center. 
The new telephone is Circle 7-7661. 


Morris M. Einson 
Turns Display Firm 
Over to Employes 


New York, March 7.—Morris M. 
Einson, head of the lithography and 
novelty firm of Einson-Freeman Com- 
pany, Long Island City, announced at 
a dinner March 4 at the Advertising 
Club here that he has relinquished 
control of the company to a group of 
young men who have been associated 
with it for more than a decade. 

“It is my conviction—a belief that 
I think is in consonance with the 
spirit of our day—that a man who 
gives his youthful energies, zeal, and 
talents to build a business structure 


has a right to enjoy its profits and 
successes,” Mr. Einson said. 

N. Joseph Leigh has been elected 
president of the firm, and Lawrence 
J. Engel is executive vice-president. 
Both are in their early thirties. Al- 
bert Hailparn and William G. Adams 
were elected vice-presidents; Francis 
D. Gonda, vice-president and secre 
tary; and Leo Einson, treasurer. 


Called “House of Fads” 


A former Philadelphia newsboy, 
Mr. Einson founded a small showcard 
business when he was 14 years old. 
Thirty years ago he organized the 
present company, now one of the 
largest in the business. 

Of an inventive turn of mind, he 
created the first robot or mechanical 
sign, a cardboard man, to sit in drug 


store windows and sharpen razor 
blades. He holds more than 75 pat- 
ents for basic display ideas. 

The company acquired the title of 
“House of Fads” when it originated 
and put over the jig saw puzzle craze 
several years ago, selling nearly 100,- 
000,000 puzzles throughout the world. 
Later it introduced the fad for wear- 
ing colored paper masks of stage, 
screen, and comic strip celebrities. 

Mr. Hinson said he would remain 
at the head of the firm as chairman 
of the board of directors, but would 
retire completely within a few years. 


Will Move Transmitter 


Statioa WHOM, Jersey City, N. J., 
has been granted permission by the 
Federal Communications Commission 
to move its transmitter to Hoboken. 


RICKARD | ep oR 


,n Cc 0 


Advertising 


COMPANY 


ana COM 


w YORK 


HIGH-QUALITY EDITORIAL ENTERPRISE 
establishes keen interest in THE NATIONAL PROVISIONER 


During the last six months of 
1934 there were 682 inquiries 
from subscribers for informa- 
tion on plant problems! 


49,200 reprints of important 
editorial articles published in 
THE NATIONAL PROVI- 
SIONER on subjects of pro- 
cessing, manufacturing and 
marketing were ordered dur- 
ing last half of 1934! 


Subscription renewals for 
twelve months ending Decem- 
ber 31, 1934, reached new high 
figure of 84.62%. 


Such reader interest and 
proven confidence in 
THE NATIONAL 
PROVISIONER are defi- 
nite assets in increasing 
advertising effectiveness. 
Make your advertising 
dollar more resultful — 
put your story in 
THE NATIONAL 
PROVISIONER! 
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GROUP CIRCULATIONS FOR 1st and 2nd PERIOD: 


6 MOS. AV. JUNE 1934 


1,600,000 
FAWCETT 
TRUE CONFESSIONS 726,562 
SCREEN PLAY 214,889 
SCREEN BOOK 246,191 
HOLLYWOOD 181,000 
RADIOLAND 137,280 
1,505,922 | 1,500,000 . 

MACFADDEN | 
WOMEN’S GROUP | 
TRUE ROMANCES 479,541 
MOVIE MIRROR 309,359 ‘i 
LOVE AND ROMANCE 168,750 [4 409 9090 
RADIO MIRROR 114,888 | 
TRUE EXPERIENCES 366,041 

1,438,579 
TOWER ‘a 
HOME NO DATA | 1,300,000 ) 
MYSTERY NO DATA 
NEW MOVIE NO DATA 
TOWER RADIO NO DATA 
SERENADE NO DATA 
1,241,724 
MODERN 
RADIO STARS 289,394 


MODERN SCREEN 474,227 
MODERN ROMANCES 441,331 


1,204,952 


1,100,000 
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APPENED IN IHE 
> FIELD 


T TO WORK-EARLY IN 1934 


tops of 1934 MONTH BY MONTH ADVERTISING REVENUE GAIN 


6 MOS. AV. DEC. 1934 1934 over 1933 1935 over 1934 
MACFADDEN JANUARY 112.49% JANUARY .... 51.26% 
WOMEN’S GROUP FEBRUARY .... 75.40% FEBRUARY... . 99.67% 
TRUE ROMANCES 594,025 70.19% 129.82% 
_ | MOVIE MIRROR 313,668 59.58% 124.00% 
to — 230,864 75.99% 152.14% 
RROR 97,041 o/ 
TRUE EXPERIENCES 366,956 131.98 % 5 Mo. Total... . 116.25% 
1,602,554 rae * TYPICAL NEW ADVERTISERS 
FEB.,'35, NET PAID 2,102,959 AUGUST ... . . 150.33% aisle, ea 
FAWCETT SEPTEMBER... . 63.04% LYSoL* PACKER MFG. CO.* 
WOODBURY'S BEAUTY JOHNSON & JOHNSON 
TRUE CONFESSIONS 725,212 OCTOBER... . . 106.35% — Fa ng 
SCREEN PLAY 191,003 NOVEMBER... . 104.33% COCOMALT PASTE 
SHREDDED WHEAT LISTERINE 
SCREEN BOOK 212,236 DECEMBER... . 137.16% LEA & PERRINS ZONITE 
| oe praisate 12 Mo. Total. . . . 98.48% ———- 
: a 263 ; * Using Macfadden Women’s Group exclusively in “Group” field 
~ 


and you can buy the 
; 1935 leader through 
| _ July 1936 at 1934 


+= | rates if you order 


—|} ———| mom” | before March 18th 


RADIO STARS 246,968 
MODERN SCREEN 453,991 
MODERN ROMANCES 470,598 


1,171,557 That’s the deadline— New 1,800,000 | 
_@ guarantee becomes effective 


with July 1935 issues. 
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FARRAR GIVES 
TYPE POINTERS 
AT CONFERENCE 


Headlines Marketing Day for 
Packages 


Chicago, March 7.—Some alert ad- 
vertiser is going to put typewriter 
type on his new package or in a 
new advertising campaign and 
“knock your eye out.” That was 
the opinion expressed by no less a 
personage than Gilbert P. Farrar, 
typographic counselor for American 
Type Founders Sales Corporation 
and director of typography for 
Conde Nast Publications, at “Mar- 
keting Day” at the Fifth Packaging 
Exposition and Conference of the 
American Management Association 
held at the Palmer House yester- 
day. 

Mr. Farrar was one of a galaxy 
of stars who cast new light on the 
function of packages and told how 
to get containers that would per- 
form all of the necessary duties. 


High lights from his and other ad- 
dresses follow: 

Mr. Farrar: “The type to be used 
on a package or in an advertise- 
ment depends largely on the kind 
and color of paper stock to be em- 
ployed. Finish of the paper affects 
readability of type on any kind of 
printing. . . I am against putting in- 
formation in a booklet to be at- 
tached to the package. Some manu- 
facturers duplicate copy on front and 
back of the package on the theory 
that the clerk in the store may stack 
the packages wrong on the shelves. 
I have been in a lot of stores and 
I have never seen a clerk so dumb 
that he didn’t display the package 
front-to as it was intended to be 
shown. One of the crimes being 
perpetrated against the human race 
is the use of four-point type on 
packages and in advertisements.” 


Wants Air of Value 


L. R. Boulware, general sales 
manager, Easy Washing Machine 
Corporation, Syracuse, N. Y.: “I 
want a package to give the prospect 
the impression of quantity and 
quality—a big value of good goods. 
But I want furthermore, some spir- 
itual quality to warm the cockles of 
the heart. We should take a lesson 
from the movies and recognize the 
necessity for escape from the pro- 
saic. In the washing machine field, 
we have put beauty into our prod- 


ucts—but we have had to limit this 


SET-UP BOX WINNER 


a 


Keebord typewriter paper pack- 
age which won the A. M. A. award 
in its classification. 


feature because when it reaches a 
certain point, the housewife begins 
to wonder how much it is costing.” 
C. B. Larrabee, managing editor, 
Printers’ Ink, New York: “Don’t 
change packages on the instalment 
plan. Make the change, no matter 
how drastic, at one swoop in order 
to get the maximum value in news 
value and enthusiasm in and out 
of your own organization.” ; 
Paul S. Willis, president, Associ- 


WOR 


NOW 50,000 WATTS 


© Ten times the power. 


® Widest 


Tone-Range. 


® High-Fidelity Broadcasting. 


® Directional Antenna 
(Controlled Broadcast Pattern) 


® The first planned market coverage. 


® More power to you ... directed power. 
More sales power in America’s First 
Market (Greater New York) and in 
America’s Third Market (Philadelphia). 


® ADVERTISING RATES are still on the 


»»> « « 


5,000 watt basis. 


WOR 


New York Office: 1440 Broadway—at Times Square 
. . William G. Rambeau Co.—Tribune Tower 
San Francisco: . . William G. Rambeau Co.—Russ Bldg. 


James F. Fay—Statler Building 


Chicago: . 


Boston: . 


ated Grocery Manufacturers’ of 
America, New York: “Before rede- 
signing his package, the food man- 
ufacturer should study his sales 
technique and distribution. With 
about 500,000 retail groceries and 
10,000 jobbers to consider, the man- 
ufacturer considering a new pack- 
age must ask himself if such a 
change is worth the expense of 
controlling and transferring stocks, 
watching inventories, accepting old 
goods returned as unsalable and 
paying the costs thereof. Food 
manufacturers are coming to realize 
that an extra expenditure of 25 
cents or $1 a thousand packages is 
a necessary part of the production 
cost of a quality foodstuff. They 
are thinking mighty hard today 
about how to improve the opening 
and closing devices on their pack- 
ages.” 
Aids Part Sales 


R. V. Wright, Chevrolet Motor 
Company, Detroit: “Packaging has 
played an important role in the 
merchandising of automotive parts 
by correcting some of the bad habits 
which crept into the repair field. 
A new gear and an old one do not 
function well together, and when 
used, will be followed by another re- 
pair bill in short order. To empha- 
size the proper method of making 
repairs, the automotive industry has 
developed the packaging of correlated 
parts, which has immensely simpli- 
fied repairs and saved large sums 
of money for car owners.” 

Don G. Mitchell, sales promotion 
manager, American Can Company, 
New York: “Packaging has revolu- 
tionized the merchandising of motor 
oil. This new industry made its 
appearance early in 1934 and in that 
year 250,000 gallons of oil was sold 
in cans. The figure will be doubled 
in 1935.” 


Copy Stresses 
Long Life of 


Inlaid Silver 


Meriden, Conn., March 7.—Inlays 
of sterling silver which protect the 
points of most wear will again be 
emphasized in the International Sil- 
ver Company’s forthcoming spring 
campaign on the Holmes & Edwards 
Inlaid line, in five national maga- 
zines. 

Copy will appear in The American 
Magazine, Good Housekeeping, Mc- 
Call’s, Saturday Evening Post and 
Woman’s Home Companion. The 
words “Something More Than Plate,” 
will be given prominence to call at- 
tention to the significance of the 
name, Inlaid. 

All of the active patterns in the 
Holmes & Edwards Inlaid line will 
be illustrated and described, and ref- 
erence will be made to the “IS” sym- 
bol, the company’s mark of quality. 

In its dealer literature, the com- 
pany points to consumer acceptance 
of the H & E line over many genera- 
tions, and stresses the fact that 
through the years the volume of 
H & E national advertising has been 
stepped up steadily. 


Heeney Organizes Own 


Agency at Vancouver 


C. A. Allen Heeney has incorpo- 
rated the firm of C. A. Allen Heeney, 
Ltd., general advertising agency, with 
head offices in the Province Bldg., 
Vancouver. 

After some years in newspaper 
work, Mr. Heeney became associated 
with the Morgan Eastman Advertis- 
ing Company. For the past four 
years he has been Western manager 
of MacDonald, Pettis & Might, Ltd., 
Toronto. 


Hale Joins Sun 


H. Dudley Hale has joined the copy 
department of Sun Advertising Com- 
pany, Toledo, O. Mr. Hale was asso- 
ciated with the United States Adver- 
tising Corporation, Toledo, for five 
years, and before that was with J. 
Walter Thompson Company and Len- 
nen & Mitchell, Inc. 


Rogers Joins Frey 


John L. Rogers, formerly with 
Ruthrauff & Ryan and Ferry-Hanly 
Advertising Agency, has joined the 
copy staff of Frey & Aveyard, Chi- 
cago. 


Rollinson, Block to 
“Herald and Examiner” 


Dudley R. Rollinson and Louis 
Block have been added to the local 
display sales staff of the Chicago Her- 
ald and Examiner. 

Mr. Rollinson was formerly ac- 
count executive of Hixson, O’Donnell 
Advertising Agency, Los Angeles, and 
previously was director of research 
of Blackett-Sample-Hummert, Inc., 
Chicago advertising agency. Mr. 
Block was formerly a member of the 
local sales staff of the Wisconsin 
News, Milwaukee, and the Chicago 
Evening American, 


S. J. Brown, Marion 
Shipley Join Wales 


Samuel J. Brown has been ap- 
pointed space buyer of Wales Adver- 
tising Company, Inc., New York. He 
formerly acted in the same capacity 
for DeSanchez-Elliott, Inc. 

Marion Shipley, for several years 
in the editorial departments of 
Vogue and Spur, and recently adver- 
tising and publicity director for The 
Homestead, Hot Springs, Va., has 
joined the Wales copy staff, and is 
specializing in travel advertising and 
publicity. 


Fremont Older Dies 


Fremont Older, 78, editor of the 
San Francisco Call-Bulletin, died at 
Stockton, Cal., March 3, following a 
heart attack. 


WHICH ROAD 
DO YOU CHOOSE? 


a’ 


f * 
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ou know that detours are 

always irritating, generally 
costly—and sometimes the 
cause of serious loss... Why 
suffer these handicaps in 
your printing or other produc- 
tion needs? Why have your 
printing continually detoured 
—one place for engravings, 
another for type-setting, some- 
where else for presswork?... 
When you put selling vehicles 
on the straight, smooth, fast pro- 
duction route —Faithorn 3-in-1— 
you avoid all detours. Your jobs 
bowl merrily along; arrive on 
schedule—clean and hand- 
some, fit to carry your sales mes- 
sage with honor... You'll get 
convincing testimony if you write 
us for the names of executives 
we serve and samples of the 
productive work we are doing. 
Exceptionally well fitted to submit ideas, 


write copy, prepare sketches and draw- 
ings—through every step of production. 


@ For years the 
J. P. Smith Shoe Co. 
have routed much of 
their printing over 
Faithorn 3-in-l. Ask 
them how they likeitl 


YOUR NAME HERE 


ALWAYS 
THE FINEST AT FAITHORN 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured, 


FAITHORN 


CORPORATION 


504 Sherman St., Chicago *» Wab. 7820 
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Coming 
Conventions 


April 11-12. Annual meeting, 
American Association of Advertis- 
ing Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 


April 22-25. Annual meeting, 
American Newspaper Publishers As- 
sociation, New York. 


April 25. Annual dinner, Bureau 
of Advertising, American Newspaper 
Publishers Association, New York. 

April 29-30. Southern Round Table, 
Life Advertisers Association, Rich- 
mond, Va. 

May 4-5. Annual meeting, Associ- 
ated Business Papers, Inc., The 
Homestead, Hot Springs, Va. 


May 5-12. Annual meeting, Na- 
tional Editorial Association, New Or- 
leans, La. 


May 5-8. Spring meeting, Associa- 
tion of National Advertisers, The 
Greenbrier, White Sulphur Springs, 
W. Va. 


May 6-10. National Premium Ex- 
position, Palmer House, Chicago. 


May 10-11. Annual meeting, Ad- 
vertising Affiliation, Pittsburgh, Pa. 


May 20-22. Annual convention, 
Southern Newspaper Publishers As- 
sociation, Hotel Arlington, Hot 
Springs, Ark. 

June 9-12. Annual convention, Ad- 
vertising Federation of America, 
Chicago. 


June 20. First general meeting, 
Graphic Arts Research Bureau, Cin- 
cinnati, O. 


June 23-27. Annual meeting, Pa- 
cific Advertising Clubs Association, 
San Diego, Cal. 


July 6-10. Annual convention, Na- 
tional Association of Broadcasters, 
Broadmoor Hotel, Colorado Springs, 
Col. 


July 6-8. Annual meeting. Ad- 
vertising Distributors Association, 
Schroeder Hotel, Milwaukee, Wis. 


Sept. 9-11. Annual convention, 
Financial Advertisers Association, 
Atlantic City, N. J. 


Sept. 30-Oct. 2. Annual convention, 
Life Advertisers Association, New 
Ocean House, Swampscott, Mass. 


Celebrate Birthday 
of R. I. Town Criers 


The 25th anniversary of the found- 
ing of The Town Criers of Rhode 
Island was celebrated Feb. 25 at a 
luncheon in Providence. Ninety-five 
members and guests, including Gov. 
Theodore F. Green, were present. 

Fredrick W. Aldred, of Gladdings, 
Inc., founder of the Criers, cut the 
birthday cake. Eight of the original 
group of 20 which formed the club 
are still Criers. These are George W. 
Danielson, advertising counsel; Wil- 
lard E. Binford; Horace G. Belcher, 
direct mail publicity; Howard 
Knight; Granville S. Standish, Stand- 
ish-Barnes Company; John A. Gam- 
mons; and Isaac F. Chase. 


Staley Repeats 


Coupon Campaign 

The recent campaign of Staley 
Sales Corporation, Decatur, IIl., in 
Kansas City, was duplicated in Pitts- 
burgh this week. 

Newspaper teaser copy preceded 
mailing of unaddressed envelopes 
containing two coupons good for ten 
cents each in the purchase of Staley’s 
gloss starch, maple syrup, and corn 
starch. The Chicago office of Batten, 
Barton, Durstine & Osborn is in 
charge. 


Genuine 


TYPED LETTERS 


(Heoven Automatic) 


JA N Ki Mail Advertising 


Service 
Booklet ** Brass Kuuckles,”’ Free te Executives 
19 Fifth Ave., Pittsburgh, Pa. ATlantic 1396 


RAY SCHOOLS, Dept.Y 
116 S.MICH.AVE.,CHICAGO 


Elected Officers of 


Circulation Company 


Harry J. Strickler and S. H. Mce- 
Connell have been appointed vice- 
presidents of the International Cir- 
culation Company, New York. 

Thomas J. Buttikofer, former vice- 
president and general manager, has 
been elected president. E. T. Cox 
continues as vice-president in charge 
of newsstand sales. 


Mayers Retains Account 


Appointment of Leon Livingston 
Advertising Agency to handle a spe- 
cial campaign for Pacific Mutual Life 
Insurance Company, Los Angeles, as 
reported in the Jan. 19 issue of 
ADVERTISING AGE, does not affect the 
major portion of this company’s ad- 
vertising, which continues to be 
placed by The Mayers Company, Los 
Angeles. 


WILLARD BATTERY 
WIDENS EFFORTS 


Cleveland, O., March 7.—In line 
with the creation of an extensive 
sales organization now embracing 
40,000 dealers, advertising of the 
Willard Storage Battery Company 
for 1935 has been expanded. 

Last year, the Saturday Evening 
Post was used exclusively, in the gen- 
eral magazine field. The Post will 
be used again on a regular monthly 
basis during 1935, but in addition 
Collier’s will be used in the com- 
pany’s campaign in the period from 
August to December, when the re- 


placement battery market is most 
active. 

The company has also increased 
its list of farm papers and business 
publications. In the farm division, 
Willard will use California Cultiva- 
tor, The Country Home, Farm and 
Ranch, Pacific Northwest Farm Trio, 
Progressive Farmer and Southern 
Ruralist, Southern Agriculturist, and 
Successful Farming. 

In the trade field, Willard will take 
space in Atlantic Fisherman, Auto- 
motive Daily News, D. A. C. News, 
Motor, 8. A. E. Journal, and a num- 
ber of others. 

Willard will also provide a wide 
assortment of dealers’ helps includ- 
ing direct mail, newspaper, spot 
radio announcements, and pamphlets. 
This year is expected to be one of 
the most profitable in Willard his- 


tory, according to officials of the 
company. 

Bleed pages are to be used in the 
Post and OCollier’s. The reserve 
capacity of Willard batteries will be 
emphasized in copy, and the new 
Willard 110 will be pushed. Graphic 
illustrations of the action type will 
be employed to dramatize varied uses 
of the product. Willard advertising 
is handled by Meldrum and Few- 
smith, Inc., Cleveland. 


Joins Ridgway 

Mrs. M. D. Corbett, president of the 
M. D. Corbett Advertising Agency, St. 
Louis, has joined The Ridgway Com- 
pany, advertising agency of the same 
city, as advisory director of its radio 
department. As head of her own 
company, Mrs. Corbett has special- 
ized in radio advertising for the past 
ten years. 
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Paucity of Objections 
Makes ‘‘Love Feast’’ of 
Copeland Bill Hearing 


Detail of Law’s Administration Cause Only 
Serious Problem 


Washington, D. C., March 5.— 
There appeared to be a unanimity of 
support for Senator Copeland’s new 
pure food, drugs and cosmetics bill 
(S. 5), judging by the all-day hear- 
ing conducted here Saturday by Sen- 
ator Bennett 
Clark of Missouri, |B : 
who is chairman § 
of the sub-com- | 
mittee in charge Ei 
of the bill. 

Still further con- | 
sideration will be | 
given to the pend- 
ing bill. The hear- | 
ing was provi- 
sionally adjourned 
until Friday, 
March 8, in order 
that additional Sen. Copeland 
witnesses may be heard, and all testi- 
mony be concluded. 

The new Copeland draft of the bill 
gives the Department of Agriculture 
and the Federal Trade Commission 
supervisory powers over the manu- 
facture, sale and advertising of food, 
drugs and cosmetics. 

Nearly thirty witnesses appeared, 
expressing various suggestions, but 
in the main showing a remarkable 
willingness to applaud or at least ac- 
cept the bill. The major disagree- 
ment revolved around whether the 
Department of Agriculture or the 
Federal Trade Commission should be 
placed in full control of the enforce- 
ment features of the bill, or whether 
they should cooperate in its admin- 
istration. Representatives of butch- 
ers, bakers, candy makers, women’s 
organizations, advertising agencies 
and publishers were among the wit- 
nesses on the first day. 


At the outset, Senator Clark re- 
minded the large audience present 
that four weeks had been given to 
lengthy discussions of the bill at the 
last session of Congress. He asked 
therefore, that there be as little repe- 
tition as possible since “this com- 
mittee has before it the transcript of 
that testimony.” He urged that briefs 
be filed whenever possible, but an- 
nounced that his committee sought 
“light on the changes which had 
been made in this new draft.” 


Most Criticism Favorable 
As the bill went under discussion 


|| it was seen that there was a striking 


difference in the reactions of the rep- 
resentatives testifying between the 
new measure and 
the old Tugwell 
plan. This was es- | 
pecially in evi- | 
dence when repre- § 
sentatives of ad- 
vertisers and pub- 7 
lishers and the § 
drug interests ap- = 
peared. In the 
Tugwell bill, op- § 
ponents asserted, 
t he advertiser — Ee 
was, in effect, held 
responsible for © ©. Parlin 
the quality of ingredients in the 
foods, drugs and cosmetics he adver- 
tised. In the new bill, this respon- 
sibility has been largely eliminated 
if the advertiser can prove that the 
allegations made to him in this re- 
gard were accepted by him in good 
faith. 

Charles Coolidge Parlin of the Na- 
tional Publishers’ Association testi- 
fied in support of the measure but 


Ti aatistn 


writer 
wanted 


We are about to add a man to our creative staff. 
His job will be to develop campaign ideas and write 
advertising on important national accounts. He 
should be, preferably, between 26 and 32 years of 
age—far enough along to have had practical experi- 

enough to have his best years 
he has had e 
drug advertising, so much the better. But that is 
not so important as his = to think straight on 

e 


ence, but you 
ahead of hin. If 


selling and advertising 
create dramatic, vital selli 


with each other. 


The immediate reward and future pros 
this job are sufficient to interest any man who isn’t 
already sitting up pretty close to the top. 


WRITE FIRST—DO NOT CALL IN PERSON. Give full 
details of education and business ex 
ether with a few samples of work. 
held in strict confidence. Appointments will be 
made as soon as possible wi 
qualifications seem to warrant interviews. 


NEEDHAM, LOUIS 


r 
ng themes for pe | 
campaigns—his ability to write effectively —an 

his ability to fit into an organization where the in- 
dividuals work in close harmony and cooperation 


Advertising 360 NORTH MICHIGAN AVENUE 


erience in food or 
a) 


ms—his ability to 


cts of 


rience, to- 
replies will 


applicants whose 


& BRORBY, INC. 


CHICAGO 


| penaliadied the committee that his 
| group was on record for support “in 
principle,” saying that the readers of 
magazines and business papers rep- 
resented by his organization had long 
sought to close their advertising col- 
umns to disreputable advertisers. Mr. 
Parlin declared that his group had 
no changes to recommend, but men- 
tioned that on the matter of allied 
bills (McCarran, S. 580 and Mead, 
HR 3972) they had no opinion to 
express. 

John Benson of the American As- 
sociation of Advertising Agencies de- 
clared that the legislation “was 
sound.” He urged that there be no 
ambiguity on what is false advertis- 
ing. He observed that in Section 401 
where the word > 
“adulterated” was 
used and later ref- |} 
erence made to 
false advertising 
that, in his opin- 
ion, “it was a 
dangerous prac-| 
tice to connect ad- 
vertising with 
adulterated food.” 
He pointed out 
that for the pres- Hii ee ad 
ent there might 
conceivably be no W: G. Campbell 
harm but that “in the future oth- 
ers might use the connection to the 
detriment of advertising.” He recom- 


| mended, however, that the bill be 
‘|| passed. 


Dunn Gives Views 


The first witness heard was 
Charles Wesley Dunn, of New York, 
who has often appeared in connec: 
tion with pure food and drug legis- 
lation. He represented the Asso- 
ciated Grocery Industries of America 
and several other organizations. Mr. 
Dunn gave a general blanket endorse- 
ment of the bill but suggested several 
technical amendments, most of which 
he said had been accepted “in prin- 
ciple” by Dr. Campbell, administrator 
of the present pure food and drug 
law in the Department of Agricul- 
ture, and Senator Copeland, author 
of the bill. 

Emphasis was placed, insofar as 
specific opposition to the present bill 
is concerned, upon two features; in- 
clusion of the Federal Trade Commis- 
sion as one of the enforcement 
agencies and factory’ inspection 
clauses. In the matter of factory in- 
spection he said that he doubted that 
the present phraseology would be 
sustained by the Supreme Court and 
urged a re-writing. In the re-writing 
he wanted included the right of Fed- 
eral district courts to grant injunc- 
tions against the Department of Agri- 
culture agents, so as to give protec- 
tion over secret manufacturing pro- 
visions. It was his claim that the 
injunction power would thus bring a 
speedy trial on the basis of the 
charge of the government and would 
serve in many instances to prevent 
abuses of the inspection privilege. 

Relative to the Federal Trade Com- 
mission acting with the Department 
of Agriculture for enforcement of 
the terms of the bill, Mr. Dunn de- 
clared: 

“The industries I represent are un- 
alterably opposed to the transfer of 
enforcement of the false advertising 
provisions to the Federal Trade Com- 
mission. There is no logical or sound 
reason why the Department of Agri- 
cllture should not have the same 
power over advertisements as it now 
has over labeling and adulterations.” 


F. T. C. Not Favored 


It was pointed out by Mr. Dunn 
and referred to by several other in- 
dustrial representatives who testified 
during the day’s hearings, that the 
F. T. C. “has no scientific organiza- 
tion, being composed of economists 
and statisticians who would be 
obliged, in all matters relating to 
scientific facts, to refer to the De- 
partment of Agriculture for support.” 
He declared that there was “no com- 
parison” between the efficiency of 
the Federal Trade Commission and 
the Department of Agriculture in 
matters of this kind. He said that 
the latter was “quicker in protecting 
the public health” and pointed out 
that, in general, the former had con- 
cerned itself only with matters of 
unfair competition as between indus- 
tries. 


He closed a lengthy and carefully 
stated detailed testimony by urging 
that in such changes as might be 


made on the factory inspection and 
seizure clauses of the bill, the 
phrasing be kept as close as possible 
to the language in the Commerce 
clause. He also asked that there be 
a re-writing of the title of the bill 
as to purpose, inasmuch as the courts 
had often ruled on technical matters 
in harmony with their understanding 
of the general purposes of the bill. 
He asked that the bill be reported 
out quickly and passed saying that it 
was “a fine bill,” and that “the pub- 
lic will like it.” 


Bristol Discusses Seizures 


Lee Bristol, vice-president in 
charge of advertising of the Bristol- 
Myers Company, who also gave gen- 
eral support to the bill, asked that 
restrictions be made as to multiple 
seizures as now provided in the bill. 
It was his contention that such seiz- 
ures should be made only on the basis 


|}of adulteration. 


He likewise urged that some pro- 


|| vision be inserted that would prevent 


the advisory committee (to be named 
by the President) from being com- 
posed entirely of physicians who 


||might conceivably be opposed to all 


self-medication, which, he contended, 
was proper and right in many in- 
stances. 

Mr. Bristol, who declared that his 
daily duties brought him in close 
touch with the problems of proper 
advertising of his company’s prod- 
ucts, asked that “fair and adequate 
consideration be given to advertis- 
ing,” and that inasmuch as the public 
health of the nation was the first 
consideration sought, “the broad 
field of advertising in such matters 
be assured adequate, protective con- 
sideration;” and that advertising of 
remedies be not considered narrowly, 
inasmuch as the public would ever 
seek to treat itself. 

Unlike many others who testi- 
fied, Mr. Bristol favored the giving 
of enforcement powers to the Federal 
Trade Commission, “so as to cen- 
tralize these powers in one place.” It 
was his belief that regulations affect- 
ing advertising were increasing and 
that the F. T. C. would grow in 
power. He did suggest, however, that 
hearings on infractions be conducted 
first by the pure food and drugs ad- 
ministration and that these then be 


sent to the F. T. C. with the com- 
plaint. 

Other friendly critics of the bill 
who testified in person included Rob- 
ert C. Hibben, of the National Asso- 
ciation of Ice Cream Manufacturers. 
He urged that synthetic coloring in 
ice creams be permitted without their 
presence being revealed on the labels, 
and pointed out that such coloring 
matter has long been used and has 
been proven harmless. He declared 
that he had discussed the matter 
with Dr. Campbell of the pure food 
and drugs administration and read a 
statement which said, in effect, that 
inasmuch as artificial coloring could 
be used in butter without label dis- 
closure, it was illogical that it should 
be denied to ice cream producers. 


Would Have Joint Control 


The ice cream interests were 


joined in their plea by Henry Stude 
of the American Bakers Association 
who pointed out that artificial color- 
ing on cake decorations would be af- 
fected as well as other ingredients 
and breads. If 


going into rolls 
labeling require- 
ments were made | 
mandatory the ef- 
fect would be 
“burdensome” for 
many thousands 
of small bakers, 
he declared, par+ 
ticularly those 
who sold direct to 


the homes. Both 
Mr. Hibben and I 
Mr. Stude, how- 


Lee Bristol 


ever, gave their 
general endorsements to the bill. 


W. C. Jacobs, executive manager of 
the Institute of Medical Manufac- 
turers, Inc., urged an amendment 
“that will require the Secretary of 
the Department of Agriculture to re- 
port to the Federal Trade Commis- 
sion matters of advertising affecting 
the public health,” while Dr. C. B. 
Jordan of the American College of 
Pharmacy declared that enforcement 
of the advertising control features 
should be lodged with the Depart- 
ment of Agriculture, and the majority 
of witnesses tended to support his 
view. Dr. Jordan favored more ex- 
plicit definitions of cosmetics “as to 


eh 


When bales of newspaper clippings show 


one business magazine quoted far and beyond 


its competitive publications, you can be sure 


intense reader interest is pushing up sales 


curves for the shrewd advertisers who capital- 


ize this outstanding 


editorial leadership. 
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PROMOTES TEN-CENTER 


“| LIKE THEM BETTER THAN ANY 
FIFTEEN-CENT CIGARETTE” 


ey) 


Four-column copy running in West 

coast newspapers for Domino, 

ten-cent cigarette made by Larus 
& Bro. Company. 


type and kind,” to avoid misunder- 
standing in labeling, and also wanted 
advertisements restricted to state- 
ment of facts. 

The National Association of Broad- 
casters, represented by Henry A. 
Bellows, while endorsing the pur- 
poses of the bill, called attention to 
the seeming discrimination between 
printed advertising and radio adver- 
tising. He said that the definition of 
the word, “drugs,” was too broad and 
would include, for example, ortho- 
pedic shoes, and a host of other ar- 
ticles. He declared that the Secre- 
tary of Agriculture might, under the 
powers granted, destroy the business 
of a local broadcasting station. 


All in the Stride 


“This bill creates a new regulatory 
agency for advertising,” Mr. Bellows 
declared, “which broadcasters must 
contend with, regardless of the pres- 
ent Federal Trade Commission, with 
which we have sought to cooperate 
to the fullest extent possible.” He 
added that “we are so used to being 
regulated that we can undoubtedly 
get along with another agency if we 
have to.” 

Hugo Mott of the Toilet Goods In- 
dustries and Clarence Goodwin of the 
Allied Manufacturies of Beauty Prod- 
ucts, asked for greater “definiteness” 
of statement as to the powers of the 
Secretary of Agriculture. While ac- 
cepting most of the bill, each feared 
some of the sections which failed to 
define the limits of official authority. 
Mr. Mott went on record for the De- 
partment of Agriculture rather than 
the Federal Trade Commission in 
matters affecting advertising, saying 
that he knew too well the “snail- 
like workings of the F. T. C.,” and 
that it was totally unequipped to 
cover cases of misbranding. “We 
must have promptness” in enforce- 
ment, he declared with emphasis. He 
would have all false advertising pro- 
hibited but feared that the use of the 
word “misleading” in connection with 
advertising, depended too much upon 
“the state of mind” of those in au- 
thority. He asked for the phrasing 
as found, he said, in the Mead bill, 
which allows for a proper amount of 
“trade puffing.” 


Wants Grade Labeling 


W. J. Schieffelin, Jr., chairman of 
the legislative committee of the Na- 
tional Wholesale Drug Association 
asked that control of advertising re- 
main with the Federal Trade Com- 
mission. This general legislation, he 
stated, “would relieve the drug indus- 
try of the uncertainties of the past 
two years.” 

A considerable number of repre- 
sentatives of consumers’ organiza- 
tions appeared and testified person- 
ally or submitted written opinions. 
The majority urged prompt enact- 
ment of the bill. Among these were 
the National Congress of Parents and 
Teachers, the Medical Women’s Na- 
tional Association, American Nurses 
Association, the National Women’s 
Trade Unions Association, the Wom- 
en’s Homeopathic Medical Frater- 
nity, and National League of Women 
Voters. 

Mrs. Harry T. Baldwin, first vice- 
president of the latter organization, 
voiced a sentiment that appeared to 
exist in other consumer organization 
testimony favoring the extension of 
the bill to include labeling require- 


ments as proposed under some of the 
codes. She favored, however, the 
power of the Department of Agricul- 
ture over the Federal Trade Com- 
mission in matters affecting advertis- 
ing, declaring that “consumers want 
definite penalties rather than merely 
‘cease and desist’ orders.” 


Some excitement enlivened the 
hearings when Arthur Kallet, New 
York author representing Consumers’ 
Research, Inc., criticized Senator 
Copeland for his radio advertising of 
certain well known, nationally adver- 
tised remedies. He protested that 
the provisions of the present bill al- 
lowed too much leeway for the “big 
advertisers” who he said, “are, or 
can hire, very clever men.” He made 
comparisons between the “claims” of 
many well known products and find- 


ings given in scientific journals in 
matters affecting health, food and 
self-medication. 


Senator Clark sought to shorten 
the testimony by asking for specific 
suggestions relative to the bill in 
hand which brought from Kallet the 
statement that “the only way to pro- 
tect the public is to have all adver- 
tising claims approved in advance,” 
which meant, he said, their being 
passed upon by scientists unencum- 
bered with advertising connections. 
He also asked for “advance registra- 
tion for all products and manufac- 
turers affecting public health.” 

When Mr. Kallet sought to make 
clear that Senator Copeland—who 
was present—had acted in a dual ca- 
pacity as advertiser as well as a 
writer of the bill, Senator Clark 


promptly declared his testimony fin- 
ished and called the next witness. 
To this Kallet retorted: “All right, 
if you intend to act the American 
prototype of Hitler and leave thou- 
sands of Americans in jeopardy.” 


Robinson Promoted 


Robert M. Robinson, for several 
years advertising and sales promo- 
tion manager of The Rourke-Eno 
Paper Company, Hartford, Conn., has 
been made manager of the company’s 
branch at New Haven. 


Named by Distiller 


Royal Distiller, Ltd., Chicago, 
maker of London Dry and Old Tom 
gin, has placed its advertising ac- 
count with Stack-Goble Advertising 
Agency, Chicago. 


New WOR Transmitter 
Dedicated March 4 


Alfred J. McCosker, president of 
the Bamberger Broadcasting Service, 
dedicated the new Carteret, N. J., 
transmitter of station WOR March 4. 
The station’s new equipment is a 
50,000-watt Western Electric trans- 
mitter. 

The dedication included special 
morning, afternoon, and evening pro- 
grams from the transmitter, WOR’s 
Newark studios at L. Bamberger & 
Co., and Carnegie Hall. 


Will Certify Agencies 
For the first time in the organiza- 
tion’s history, The Associated Busi- 
ness Papers, Inc., New York, this 
year will issue a certificate of recog- 
nition to advertising agencies. 


You Must Thaw the Falls 
to Get the Powe 


There is a tremendous available selling force for Automotive Maintenance Products, in the 


hands of the Wholesale and Retail Automotive Trade. 


SEVEN BILLION DOLLARS was 


about the size of automotive retail sales last year. This market—as it pertains to your prod- 
ucts—is available for you. 


The APRIL Sales and Service Annual of 
AUTOMOBILE TRADE JOURNAL 


Will Influence Your Automotive Maintenance Sales Power for the Next 6 Months 


This issue is especially written for the Main- 


tenance Men. 


It comes cut 
nance Season. 


It remains in 


AUTOMOBILE TRADE JOURNAL 


Chestnut and 56th Streets, Philadelphia, Pa. 


at the opening of the Mainte- 


use for months. 


A CHILTON 


Start your Summer Maintenance Advertising 


Campaign in this issue. 


Follow it up to give added incentive each 


month. 


You will find that in this way you can “thaw 


the falls—and get the power.” 


Publication 
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Autonator Names Agency; 
Will Broaden Campaign 


Schwimmer & Scott, Chicago 
agency, has been appointed to handle 
the advertising of Autonator Labora- 
tories, Inc., Chicago, maker of the 
Autonator, a new portable source of 
high voltage and wattage. 

The Autonator, which delivers 110 
volts alternating current in an auto- 
mobile, is designed to operate A. C. 
appliances, such as Neon advertising 
signs, sound amplifying systems, etc., 
in automobiles, trucks, or any other 
motor driven vehicle. 

At present 20 technical and trade 
magazines are being used. Plans are 
being made to add 25 additional mail 
erder, technical and trade publica- 
tions. 


a ‘3 
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® 
s! 


Seye.. ..and the 
fiwCAVALIER! 


®Balmy weather and 
things to do make Spring 
the ideal vacation time 
here. 


®Golf on two famous 
courses adjacent to the 
Hotel. Excellent stables 
and miles of rambling 
bridle paths. Indoor sali 
water pool. Trap shoot- 
ing. Real “Old Virginia” 
cooking. 


® Easily accessible by 
motor, train or boat. 
Booklet upon request. 

N. Y. Booking Office 

500 Fifth Avenue 
Lackawanna 4-711! 


HOTEL 
VIRGINIA BEACH 


VIRGINIA 


CONFERENCE ON 
PACKAGING GETS 
SIZZLING START 


Whisky Expert Is Given the 
Third Degree 


Chicago, March 7.—With the audi- 
ence rising as one man to take ex- 
ception to remarks made from the 
rostrum and speakers’ defending 
themselves as best they might, the 
Fifth Packaging 
Exposition and ay 
Conference of the 
American Manage- 
ment Association 
was auspiciously 
opened Tuesday 
morning at the 
Palmer House. 

Irwin D. Wolf, 
secretary of Kauf- 
mann Department 
Stores, Pittsburgh, |! 
vice-president of 
the A. M. A. in 


Wm. Guyer 

charge of the Packaging Exposition 
and Conference, and donor of the 
Wolf Award, served as chairman at 


the opening session. Mr. Wolf acted 
as spearhead of the good-natured at- 
tack on speakers, apologizing with 
the remark that “you asked for it.” 

The combat swirled chiefly around 
William Guyer, sales promotion man- 
ager for Seagram Distillers Corpora- 
tion, New York, representing the old- 
young industry which has provided 
so much activity in the advertising 
and packaging fields recently. Eg- 
mont Arens, director of the styling 
division, Calkins & Holden, New 
York, was less harried, though his 
remarks were even more unorthodox 
than Mr. Guyer’s. 


Gives Interesting Picture 


O. M. Forkert, director of design 
and layout department for The Cuneo 


STUBBORN 
as a MULE 


is the fact of K S T P's Dominant Posi- 


tion in the 9th. U. S. 


RETAIL MARKET 


—as proved by the recent Ernst & 
Ernst Survey of Listener Preference in 
the Minneapolis-St. Paul Metropolitan 


Area. 
Thus: KSTP Listeners........ 50.1% 
Ok ee 36.5%, 
Setien ©.” ........ 6.0%, 
Station D. " ........ 4.5%, 
Other Stations........ 2.9%, 


Note: 20,408 families answered during the 7 con- 
secutive days of this survey token between 7 A. M. 
~ and 11 PLM. © 


See a Certified Copy of this 


Survey 


tives: 


er 


at our General Sales 


Office, Minneapolis, Minn., or 
with our National Representa- 
NEW YORK—Paul H. 
Raymer Co. . . . CHICAGO, 
DETROIT, SAN FRANCISCO, 
Greig, Blair & Spight, Inc. 


| DOMINATES THE 9th U.S. RETAIL MARKET 


‘lof things. 


Press, Chicago, made his talk of a 
general nature, thus escaping the 
challenges hurled at his predecessors. 
The opening session was brought to 
a close by D. E. A. Charlton, editor 
of Modern Packaging, New York, who 
summarized developments of the day 
and of 1934. 

Mr. Guyer gave an interesting pic- 
ture of the problems confronting the 
liquor industry when it emerged 
from the drouth last year. In the old 
days, whisky was sold almost entirely 
in bulk, he pointed out, there being 
few nationally known brands and 
most of the rebottling being in the 
hands of retailers. Furthermore, con- 
sumption was confined almost en- 
tirely to men of 30 years and up. 

In the new era, distillers who re- 
membered this situation decided to 
do their utmost to control their prod- 
uct until it reached the ultimate con- 
sumer. Since women were recognized 
as one of the most important sec- 
tions of the market, special attention 
was paid to them in advertising and 
packaging. In other words, special 
emphasis was laid on eye appeal. 

In packaging whisky, Mr. Guyer 
pointed out, the bottle must reveal 
the amber color of the beverage. 
Since the age of whisky is regarded 
as important by experts, modernistic 
packages have no place in the scheme 
On the other hand, good 
gin is made overnight, so that the 
restrictions on packaging are less 
severe than in the case of whisky. 
One consideration is the same, how- 
ever—the bottle must be clear, so 
that the water-like aspect of the con- 
tents may be observed. 


What Is Needed 


Liquor bottles should be easy to 
handle, Mr. Guyer said. The label to 
be used is determined largely by the 
shape of the bottle, to which it should 
conform. Since the name of the 
brand is almost invariably remem- 
bered longer than that of the dis- 
tiller, the former should be featured. 
Whisky manufacturers quickly 
learned to expect imitations to spring 
up, and this consideration has had 
some effect on design of labels. The 
label, the bottle and the advertising 
have the common objective of em- 
phasizing the authenticity and ma- 
turity of the whisky contained in 
the package, he said, in explaining 
why only champagne bottles have re- 
tained the characteristics of olden 
days. 

Saying that one effort is to make 
the whisky bottle so appealing that 
the consumer will be proud to serve 
his guests from it in his home, Mr. 
Guyer made the startling statement 
that he regards a carton for a whisky 
bottle as pure surplusage, except dur- 
ing holidays, when their use may be 
justified. Using a carton on a whisky 
bottle he classified as “gilding the 
lily.” 

Mr. Guyer described a new bottle 
being developed for Seagram’s Pedi- 
gree De Luxe, a brand so high priced 
and far above the average in qual- 
ity that its clientele has always been 
extremely limited. After much cast- 
ing about, the company has developed 
a bottle made in the form of a book, 
which develops the pedigree idea and 
will give connoisseurs new pride in 
their favorite whisky. The new 
package will not be ready for an- 
other fortnight. 

Mr. Guyer concluded with the state- 
ment that Seagram developed the 
first square whisky bottle in June, 
1934. There are now some 40 such 
bottles on the market. 


The Firing Begins 


As the whisky promotion man 
ceased, several packaging experts 
leaped to their feet to tell him why 
his packages violated all of the laws 
of good display and appealing ty- 
pography. Mr. Wolf, the chairman, 
held up one Seagram bottle and chal- 
lenged his audience to read the label 
from their seats. Only those in the 
front rows were able to do so. 

Mr. Wolf said that whisky bottles 
were extremely funereal in their gen- 
eral appearance. He suggested a 
note of joyousness, which~ would 
coincide with the motives underlying 
the purchase. Mr. Guyer countered 
with the assertion that in none of 
its advertising has Seagram ever 
urged any reader to drink whisky. 
Also, said he, the keynote of joyous- 
ness has been preempted by cheaper 


brands, one of which is known as 
“Wine, Women and Song.” 

He pleaded guilty to the charge 
that there is too much type on 
whisky labels, but said this is ac- 
counted for by government require- 
ments. 

One expert queried the use of 
“Pedigree” for a whisky, saying the 
name carries the atmosphere of 
stables and kennels. Mr. Guyer re- 
plied that only thoroughbreds boast 
pedigrees. 

Mr. Arens’ subject was “Consumer 
Engineering Versus Consumer Re- 
search.” While he admitted the value 
of the latter, he said it should not 
be confused with the former. 

If consumer research were all 
there is to ascertaining the needs of 
living men and women, he pointed 
out, there would be no streamline 
trains, no Ed Wynn on the radio, ne 
Mae West—not even an automobile, 
because the self-propelling vehicle 
was greeted with general derision. 


A Step Ahead 


“All the consumer research in the 
world would not have developed the 
need for the Ford car,” asserted Mr. 
Arens. “But Henry Ford had enough 
imagination to improvise a need 
which the American people did not 
even know they had. That I con- 
sider a fine piece of consumer engi- 
neering, involving a dynamic pro- 
jection from present known factors 
to the next most probable state. 

“By consumer research, we cannot 
find out what package will be popular 
tomorrow; we can only find out what 
the trend of public acceptance is.” 

Mr. Arens said the good consumer 
engineer does not ask people’s opin- 
ion, but instead records their actions 
He predicted that much of this crea- 
tive merchandising will return to the 
advertising agency, rather than to 
specialized research organizations. 
The reason is, he said, that agencies 
must think creatively about selling 
problems, instead of facts only. 


Begin Drive on 


Balto Pet Food 


Los Angeles, Cal., March 7.—A 
large list of newspapers in Southern 
California will carry advertising of 
Balto, dog and cat food made by the 
Coast Fishing Company, in a cam- 
paign to run throughout 1935. 

Copy stresses the high vitamin con- 
tent of Balto, and the fact that it is 
not a “waste product” food but is 
made from freshly caught fish. The 
pet owner is also told that Balto con- 
tains no scraps and that three out of 
four breeders and pet hospitals in 
Southern California use and recom- 
mend Balto. 

The Balto account is handled by 
the Los Angeles office of J. Walter 
Thompson Company. 


Chicago Adclub to 


Frolic on Showboat 


The Chicago Federated Advertising 
Club is planning a gala party on the 
Showboat Dixiana the evening of 
March 29, when members will see 
and hear that thrilling mellerdram- 
mer, “Her First False Step.” Radio 
and theatrical entertainment, in ad- 
dition to the drama, will be pre- 
sented. 

Tickets are $1.50 and may be ob- 
tained from club headquarters in the 
Hotel LaSalle. The committee in 
charge of this event is headed by 
Fred Eversold, Eversold-Oliver, Inc., 
chairman, and Edwin Felt, Christian 
Science Monitor, vice-chairman. 


Rambeau Company 


Opens Coast Office 


William G. Rambeau Company, 
radio station representative, Chicago, 
has opened a Pacific coast office at 
1226 Russ Bldg., San Francisco, 
under the direction of Douglas A. 
Nowell. 

The new office will serve the Mu- 
tual Broadcasting System; station 
WOR, Newark; the Michigan Radio 
Network, and stations WXYZ, De- 
troit, and WOOD, Grand Rapids. 


Set A. B. P. Dates 


The annual spring conference of 
The Associated Business Papers, Inc., 
will be held at The Homestead, Hot 
Springs, Va., May 4-5. 


Norge Survey 
Shows Gadgets 
Are Unwelcome 


Milwaukee, Wis., March 7.— Be- 
cause a survey among 25,000 Norge 
owners and 25,012 housewives showed 
a preponderance of disfavor for com- 
!|plicated interior arrangements in re- 
frigerators, interiors of the 1935 
Norge Rollator models have been 
contructed with simplicity in view. 

Removable and adjustable shelves 
offer Rollator owners the opportunity 
to arrange the refrigerator interior 
to fit individual family requirements, 
the company’s advertising will point 
out. 

Narge’s 1935 line consists funda- 
mentally of models in eight sizes. In- 
troduction of color in certain models 
and an optional porcelain or the new 
Norgloss lacquer exterior in others, 
provide a variation of 18 models alto- 
gether. 

Emphasis is being placed by Norge 
on food savings and the ability of 
each model to pay for itself through 
the economies it effects. Advertising 
and merchandising appeals were de- 
veloped from country-wide research 
among owners, housewives, dealers 
and salesmen. 

The Cramer-Krasselt Company, 
Milwaukee, handles advertising of 
the Norge Corporation. 


Joins Agency Network 

Scott-Telander, Inc., Milwaukee ad- 
vertising agency, has joined the Con- 
tinental Agency Network. 
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ADVERTISING AGE 


G-E Ready for Boom in 


Air Conditioning Field 


Starts Comprehensive Drive on Preferred 
Markets for 


New York, March 7.—Just before 
leaving to address dealer meetings 
this week in the Middle West and 
later in the South, Art Roy, advertis- 
ing manager of the air conditioning 
department of the General Electric 
Company, revealed plans for a com- 
pactly woven, though comprehensive 
program of advertising and sales pro- 


motion this year. 


Mr. Roy’s comments to ADVERTISING 
AGE gave indication of the future in 
store for air conditioning equipment 


3,396,309 
100% 
VOLUNTARY 
PROSPECTS 


of which 1,626,203 
are adults. The 
balance are young 
women. 

The only effective 
and ical sy for covering the 
Home Economics field thoroughly. 


HOMEMAKERS EDUCATIONALSERVICE 
Gerald B. Wadsworth, Director 
Freeport New York 


Conditioners 


and of a domination of air condition- 
ing advertising and sales promotion 
over that of heating equipment in the 
next year or 18 months, 


Mr. Roy had just returned from a 
trip through the North Atlantic 
states where he presented the new 
General Electric air conditioning pro- 
gram to dealers. The result, he said, 
was a pleasant change from what is 
so often found in meetings of this 
kind, when dealers react to presenta- 
tions of advertising plans with a wide 
diversity of “better” ideas born in 
their own minds. In this case, dealer 
acceptance came readily, even though 
the plan presented involves an invest- 
ment of their own money in local 
cooperative advertising. 

With the new program, General 
Electric expects its air conditioning 
sales to run far ahead of those on 
heating equipment. It is expected 
that the company’s experience in this 
respect will follow that of its heating 
activities. 


Heating Business Booms 


Though the automatic heating busi- 
ness started some 20 years ago and 
became really active about ten years 
ago, General Electric entered the oil 
burner field only two and a half years 
ago. Within 21 months it led the oil 
burner industry in dollar volume. 
Executives admit that they had a 
high priced article, but now they are 
approaching unit sale leadership as 
well as that in dollar volume, they 
point out. Their oil burner business 
has been booming. 

A similar development is observed 
in the air conditioning activities of 
General Electric. Air conditioning 
equipment sales are already exceed- 
ing those of their burners, and this 
is exclusive of air conditioning sales 
that include burners. In another 


year, it is the company’s expectation 


COLORDEX DISPLAY AT WORK 


Mobil-Products 
MADE BY 


THE 


For SOCONY-VACUUM OIL COMPANY 


YOU, 
Mr. Advertiser 


Can increase sales with displays made with 
COLORDEX—the beautiful corrugated ma- 
terial. Let us bring to you the facts regarding 
economical and profitable window, interior 
and counter display—that get results at the 
point of sale. 


For further information write to Harve Ferrill 
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that it will no longer talk oil fur- 
naces to the public, but will feature 
only cooling and ventilating. Heat- 
ing will be discussed as an integral 
part of the ventilating system. 

In preparing the 1935 campaign, 
executives of the company and of the 
agency—Batten, Barton, Durstine and 
Osborn, Inc.—took into consideration 
the fact that the product is not one 
of the resale type, and therefore a 
general consumer campaign of the 
blanket type would not be advisable 
at this time. The campaign covers a 
major piece of equipment in which 
upkeep, current consumption and 
other factors are tremendously impor- 
tant. 

There is a great amount of educa- 
tional work which a blanket cam- 
paign might do, but without produc- 
ing sufficient returns. In a few years 
that type of campaign might be effec- 
tive in making air conditioning equip- 
ment sales. But for the present, it 
was found through market research 
and product study that the market 
could be developed during the imme- 
diate future through the use of 17 
mediums, supported by dealer cam- 
paigns. 


Middle Class Market Best 


The market research was not the 
usual “white or navy” kind of study. 
In locating the market, it developed 
that air conditioning equipment vol- 
ume will not be obtained from the 
wealthy people of the country. That 
would be an easy answer but the fact 
is that travel north or south is “air 
conditioning” for this group. 

On the other hand, it is not the 

lower income group that will be buy- 
ers of air conditioning this year, but 
the upper middle income group, the 
white collar, “keep up with the 
Jones” people, the market research 
revealed. It also reflected the fact 
that in the North Atlantic states, oil 
heat acceptance has been widespread, 
and with oil heat serving as part of 
air conditioning installations, the 
ground has been broken there for the 
complete system. 
In the area just west of the moun- 
tains, gas heat has won general ac- 
ceptance, and this, too, utilizes equip- 
ment made by General Electric. The 
Middle West is favorable already to 
year-round “climate control.” The 
General Electric policy of keeping 
neutral in the “battle of fuels” will 
be continued. 


Lists 14 Markets 


In planning the year, it was under- 
stood that the problem might be 
solved, either by local or national ad- 
vertising. In the end, it was decided 
to do both. 

To show how the national advertis- 
ing will “reach right into the mar- 
ket,” Mr. Roy drew a circle in which 
he lists 14 markets and then connects 
these by lines to squares containing 
the names of publications placed on 
the schedule. 

American Builder was selected to 
reach realtors, architects and build- 
ers; American Home to reach homes 
and gas utilities; American Restau- 
rant, hotels and restaurants; Archi- 
tectural Forum, realtors and archi- 
tects; Architectural Record, archi- 
tects; Buildings and Building Man 
agement, offices; Chain Store Age, 
chain, department, specialty, shoe 
and men’s stores; Extension Maga- 
zine, churches; Gas Age Record, gas 
utilities. 

Through Hotel Management, Gen- 


eral Electric plans to contact restau- 


rants and hotels; through House ¢ 
Garden, homes; National Real Estate 
Journal, architects, builders and real- 
tors; Pencil Points, architects; Res- 
taurant Management, hotels and res- 
taurants; Retailing, chain, depart- 
ment and specialty stores; Time, 
homes, offices and gas utilities; and 
Women’s Wear Daily, department 
stores and specialty shops. 

With this schedule, some markets 
are tapped by several approaches. A 
point of interest is the selection of 
the medium to reach churches. Show- 
ing no sectarian preference, the com- 
pany decided that Catholic churches 
should be first to install air condi- 
tioning, for aside from other com- 
fort and health advantages, air con- 
ditioning brings to sextons a dollars 
and cents yield in lower housekeep- 
ing costs and better preservation of 
the paraphernalia employed in the 
various masses and services. 

The program for General Electric 
sales has three phases. The market 
is being prepared by advertising, 
General Electric salesmen have been 
prepared by special training and 
dealer confidence has been built up 
by man-to-man contacts. 

Recently, the air conditioning de- 
partment conducted a_ university 
course at Schenectady in which about 
225 salesmen picked by dealers were 
given a four weeks’ intensive course, 
most of the expense of their stay 
being covered by General Electric, 
who quartered them at the Mohawk 
hotel. It was a stiff course, following 
a stern routine from 8 a. m. to 5 
Pp. m., with concentrated study in the 
student’s room from after dinner 
until midnight. 


Cooperation Stressed 


A shorter, one-week course was 

given to 130 utility salesmen follow- 
ing that. In addition, the company 
is now offering an extension course 
of 40 weeks for all salesmen in all 
territories. On completing it, the 
student is well grounded in both engi- 
neering and sales sides of the picture, 
and has won the title of General 
Electric “Climateer.” 
The company believes that its ex- 
pansion must come from cooperation 
with the dealer. Its attitude, there- 
fore, has been one of equality and 
helpfulness on a man-to-man basis. 
The effectiveness of this policy is 
seen in the results of the recent pres- 
entations of the advertising program 
to dealers in the oil furnace and air 
conditioning heavy sales area from 
Washington to Boston. 

Every dealer accepted the plan, and 
pledged 100 per cent local advertising 
support representing his own invest- 
ment. To assist the dealer, General 
Electric has separate studies made of 
all available mediums in each terri- 
tory, giving names of the papers, 
number of families they reach and 
other information. Armed with these 
statistics, and aided by the dealers’ 
first-hand knowledge of the status of 
all the mediums in his area, General 
Electric advertising and sales execu- 
tives sit with the dealer and assist 
in building the local campaign. 


Select MacMuarchy 


James T. MacMurchy; for the past 
four years Western advertising man- 
ager of the Dell Publishing Com- 
pany, Inc., New York, has been ap- 
pointed sales and advertising man- 
ager of the Dr. Pierre Chemical 
Company, Chicago, and the Partola 
Products Company, Chicago, asso- 


ciated companies. 


| newspaper 


merchandise 
y N 


write for the 
Ross Federal 
brochure 
“space selling 
assets of a 


newspaper’ 


cm 


“While this brochure is ad- 
dressed to the business man- 
ager, managing editors will 


find it of great interest.” 
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ADVERTISING AGE 


March 9, 1935 


Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 719. Vision. 


Shellmar Products Company issues 
Vol. 1, No. 1, of a monthly magazine, 
“Vision,” exemplifying late creations 
in the field of identified Cellophane 
packaging. Each issue will illustrate 
new adaptations and specimens of 
printed Cellophane, and will contain 
articles by executives of leading 
firms. 


No. 720. Can You Take It? The 
Truth About Your Dealers Substi- 
tuting Other Products. 


This booklet outlines the old and 
new services offered by the New Eng- 
land Display Service. Among new 
services outlined are studies by sales 
engineers of retail outlets, and a 
shopping service which lists at- 
tempted substitutions. 


No. 648. 100% Retail Grocery and 
Drug Store Survey. 
An exceptionally complete survey 

of distribution and sales standing of 

an innumerable number of products 
in the grocery and drug fields, made 
by the Spokesman-Review and Chron- 
ticle among Spokane retailers. The 
fooa surveys, which have been com- 
pleted and tabulated, cover 19 classi- 
fications and 131 products, while the 
drug survey, to be released shortly, 
covers 39 classifications and 301 prod- 
ucts. The surveys, which are issued 
separately for each classification, con- 
tain a wealth of material on the met- 
ropolitan Spokane market, as well as 
of the enumerated brands. A special 
feature is a confidential page, not re- 
leased to any competitive company, 
which details the distribution and 
sales popularity of each of the brands 
studied in nine Spokane districts, 
and also among buying organizations. 


No. 668. Packaging in the Food In- 
dustries. 

This brochure illustrates how a new 
package is a compromise by three 
executive groups, administration, pro- 
duction and sales and shows how 
these three groups may be reached 
through Food Industries, which reg- 
ularly reports packaging news. 


No. 670. The Real Property Inven- 
tory. 

This Heating and Ventilating. 
folder makes available the results of 
the real property inventory conducted 
by the Bureau of Foreign and Do- 
mestic Commerce, in a form permit- 


ting their direct interpretation and. 


use in connection with the heating 


industry and its market. Number 
and types of heating systems in ur-| 


ban residential buildings are shown 
by state and region. 


No. 686. Review of Reviews Weekly, 
Message. 


Described as a “fearless, fact-find-| 
ing, straight-from-the shoulder Te) 
port of what is going on, what it 
means, what is likely to happen as/ 


a result—from the editor’s desk to 
the post office in less than eight 
hours” the “Weekly Message” is a 
mew service being offered subscribers 
by the Review of Reviews. 


No. 627. The Truest Barometer of| 


Business. j 
An effective demonstration of the 
fact that street car traffic figures sup- 


ply the truest business barometer. |. 
Contains statistics showing the up-|. 


ward trend in street car traffic in a 
umber of the country’s most impor- 
tant cities. Published by Barron G. 
Collier, Inc. 


No 687. B etween—, 


This presentation compares circu- 


lation of Grit with the circulation of 
five other magazines in 54 towns 


between Erie and Harrisburg, Pa.| 


Emphasis is placed on the major 
market existing between urban cen- 
ters. 


Wool Interests 


Rally to Back 
Co-op Campaign 


Boston, Mass., March 7.—Reports 
of enthusiastic support of the wool 
promotion campaign to be staged by 
the newly formed Associated Wool 
Industries organization were made at 
a recent meeting of the wool groups 
in Boston, held to elect permanent 
officers. 

Wool manufacturers, growers, and 
the wool trade united last month in 
creating the new association, which 
will conduct the campaign to impress 
the importance of wool upon the buy- 


ing public’s consciousness. Plans for 
the campaign were outlined by the 
United Advertising Agency, New 
York. 

Arthur Besse, president of the Na- 
tional Association of Wool Manufac- 
turers, was elected chairman of the 
new cooperative organization, at the 
second meeting. Claude H. Ketchum 
was chosen as secretary, and Walter 
Humphreys, treasurer. 

An executive committee of 15 
members was elected. Manufac- 
turers elected to the executive com- 
mittee were Mr. Besse, E. Stanley 
Bowers, Thurmond Chatham, Alban 
Eavenson, R. Fontaine, William S. 
Nutter, Nathaniel Stevens and Arthur 
O. Wellman. 

Dealers elected were Harry J. 


Blake, Robert Dana, Durham Jones, 
Robert L. Studley and Herbert K. 
Webb. F. A. Ellenwood and F. R. 
Marshall have been elected to repre- 
sent growers. 

Mr. Studley, president of the Na- 
tional Wool Trade Association, re- 
ported at the second meeting that 
the wool trade had attained its quota 
of contributions to support the wool 
promotion campaign. He turned over 
a check in full to the newly elected 
treasurer. 

One-third of the manufacturers’ 
subscription quota has been attained 
without a single refusal, and full at- 
tainment of the quota is being de- 
layed only by reason of scattered lo- 
cations of industry members, Mr. 
Besse reported. 


F. R. Marshall, president of the Na- 
tional Wool Growers Association, re- 
ported enthusiastic support of the 
resolution passed at that group’s an- 
nual convention, providing for rais- 
ing of wool promotion funds through 
a nominal assessment on every bag 
of wool shipped by members. 


Observes Birthday 


The Yankee Network News Service 
celebrated its first anniversary March 
1 with a 45-minute broadcast of 
dramatizations of important news 
stories of the year. 


New Weekly Founded 


The Brookline Citizen, a weekly 
newspaper, will begin publication in 
Brookline, Mass., on March 14. 
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ADVERTISING AGE 
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Rose to WMCA 


Al Rose, sales promotion manager 
of WOR for two years and before that 
business manager of the McGraw-Hill 
Catalog and Directory Company for 
seven years, has been made sales 
promotion manager of the Knicker- 
bocker Broadcasting Company ssta- 
tion, WMCA, New York, operation of 
which was taken over by Donald 
Flamm several weeks ago. 


Southern Pablichere 


to Meet in Hot Springs 
The 1935 meeting of the Southern 
Newspaper Publishers Association 
will be held at the Hotel Arlington, 
Hot Springs, Ark., ADVERTISING AGE 
has been advised by association head- 
quarters. 
The dates are May 20-22. 


Advertiser’s Mardi 
Gras Advances Sales 


Taking advantage of Mardi Gras 
crowds, Haspel Brothers, New York, 
makers of Irish linen suits, rented a 
downtown building in New Orleans 
for a non-selling exhibit, using news- 
paper space to announce the event. 

The success of the promotion was 
reflected by cooperating stores, which 
did business several months in ad- 
vance of the regular summer cloth- 
ing season. Alfred J. Silberstein, 
Inc., New York, is the Haspel adver- 
tising agency. 


Miss Lewis with Arden 

Marsha Lewis has been placed in 
charge of advertising and publicity 
for the Chicago studio of Elizabeth 
Arden. 


Colton, Oldest Adman 


in New England, Dies 


William Colton, 82, who had been 
associated with Wood, Putnam, & 
Wood Company, Boston advertising 
agency, for the past 31 years, died 
at his home in Braintree, Mass., Feb. 
27. 

Mr. Colton was said to be the old- 
est advertising agency man in New 
England. He was active in his work 
until a comparatively short time be- 
fore his death. 


I. B. M. Promotes Stephens 

Roy Stephens, sales manager of 
the tabulating machine division of 
International Business Machines Cor- 
poration, New York, has been pro- 
moted to the newly created position 
of director of sales promotion. 


Barnhill to Transit 


Transit Advertisers, Inc., New 
York, has appointed W. Roy Barnhill 
as New Yc~k sales manager of Tran- 
sit Dining Car Menus, comprising the 
New Haven, Boston & Albany, Bos- 
ton & Maine and Maine Central rail- 
roads and the Kellogg Group Dining 
Car Menus consisting of the Penn- 
sylvania, New York Central, Wabash, 
Missouri Pacific and Southern rail- 
roads. 


Reincke-Ellis Expand 

Reincke-Ellis-Younggreen & Finn, 
Chicago agency, have taken an addi- 
tional 1,500 square feet in the 
McGraw-Hill Bldg., 520 N. Michigan 
Ave. The agency will occupy almost 
the entire eighth floor under the new 
lease. 


LAUNDRY 


oy Lipstick 


UPPOSE you owned a department store, and a woman came in 
thinking about new dresses, and some bottles and jars for her 


dressing table. 


Would you offer her laundry soap instead? Even if no finer soap 


existed? We doubt it. 


Or suppose you were editing a magazine and had just excited 
your readers with an article on the latest styles or a story on make- 


up secrets. 


What products could be most successfully advertised at this 
minute? What type of articles would produce more interest in 


laundry soap? 


In one magazine—McCall’s—her reading appetite and your ad- 
vertisement do not conflict. Beauty articles in McCall’s Styte & 
Beauty whet her appetite for your cosmetic advertisement. House- 
hold management ideas in McCall’s Homemakinc put her in the 
mood for your laundry soap advertising. Romance and fiction in 
McCall’s Fiction & News create the right mood for your advertis- 
ing on the pleasures of life. Your advertising is correctly simed. 


It is easier to take advantage of a woman’s desires than to try 


to change them. 


SOAP 


M‘Call’s STYLE & BEAUTY 


MSCall'’s FICTION & NEWS 


ARE YOU SELLING 
THROUGH DRUG STORES ? 


BEAUTY AIDS - COSMETICS - PERFUMES 
HOSIERY - UNDERWEAR - CLOTHES 


FOOD - DRUGS - ELECTRICAL EQUIPMENT 
CHILDREN'S NEEDS - HOUSEFURNISHINGS 


TRAVEL - CIGARETTES - CAMERAS 
AUTOMOBILES - BOOKS « INSURANCE 


56% of McCall’s newsstand sales are 
made through drug stores. Every month 
over 463,000 women go into drug stores 
to buy a copy of McCall’s. This is more 
than the total newsstand sales of any 
other women’s magazine. No wonder 
druggists vote McCall’s an outstanding 


first among major women’s magazines 


as the place to advertise most effectively 
totheir customers. McCall’s creates drug 
store traffic. 


“ “ “ 


ARE YOU CAPITALIZING THIS 
GREAT DEPARTMENT STORE 
MERCHANDISING INFLUENCE? 


During 1935 millions of women will go 
into the leading department stores of 
the country and buy millions of McCall 
patterns. As a result, over $100,000,000 
worth of materials will be sold, not to 
mention notions, new hats, shoes, ho- 
siery, lingerie, corsets and accessories. 
And opportunity is afforded for the sale 
of many other items to which these 
women are exposed in the course of such 
shopping expeditions. 

No wonder department stores regard 
McCall’s as their outstanding developer 
of store traffic and sales. 


“ “ “ 


DO YOU SELL 
ELECTRICAL APPLIANCES? 


During 1935 the leading utilities will be 
merchandising McCall’s new series of 
“consumer-proved” electrical articles to 
their customers. Written by such out- 
standing home economists as Ada Bessie 
Swan of the Public Service Corporation 
of New Jersey, Fern Snider of Georgia 
Power Company, and others, these arti- 
cles will establish a new high in their 
authority and practical usefulness. 


NOTE: A recent independent survey 
shows that more readers of McCall’s 
will buy electrical refrigerators during 
1935 than will the readers of any other 
women’s magazine. 


“ ~ “ 


HERE’S EXCITING NEWS 
FOR FOOD MANUFACTURERS 


Continuing its series of ‘‘consumer- 
proved” food projects, McCall’s will 
shortly publish the results of another 
original consumer research of far-reach- 
ing influence regarding food tastes and 
preferences, based on a study involving 
the serving of over 2500 meals to chil- 
dren by McCall’s Food Staff. 


NOTE: During 1934 McCall’s published 
more on the subject of nutrition than 
any other women’s magazine. 


The Week’s 


New Programs 


New radio programs, changes in 
type of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio ad- 
vertising. 

News for this column is welcomed, 
but for obvious reasons it will be 
impossible to include programs spon- 
sored over one or two stations by 
local advertisers. 


March 11 


C. F. Mueller Company, macaroni 
and spaghetti. Renewal. Bill and 
Ginger. CBS, Monday to Friday in- 
clusive. 10:15 to 10:30 a. m., EST. 
Monday, Wednesday, Friday pro- 
grams on Albany, Boston, Buffalo, 
Cleveland, Detroit, New York, Phila- 
delphia, Pittsburgh, Providence, Sy- 
racuse, Washington stations. Tues- 
day and Thursday broadcasts on 
same stations, with Boston and 
Providence omitted. Originates at 
WABC, New York. Agency, E. W. 
Hellwig Company. 


, @ ee 


Modern Food Process Company, 
Thrivo dog food. Renewal. “Dog 
Stories.” NBC-WJZ Blue network, 
four stations. Monday, 4:15 to 4:30 
p. m. Agency, The Clements Com- 
pany. 

March 12 


Rose Laird, cosmetics. New. 
“Fifth Avenue Window Shopper.” 
CBS, Tuesday and Friday, 10:05 to 
10:15 a. m., EST. Ten stations, New 
York, Philadelphia, Boston, Hart- 
ford, Detroit, Fort Wayne, Cleveland, 
Chicago, Pittsburgh, Baltimore. Or- 
iginates at WABC, New York. Agency, 
Kelly, Nason & Roosevelt, Inc. 


March 17 


American Radiator Company. 
Renewal. “Fireside Recitals.” NBC- 
WEAF Red network, 19 stations. 
Sunday, 7:30 to 7:45 p. m., EST. 
Agency, Blaker Advertising Agency. 


Southern Newsprint 


Plans Gain Momentum 
Satisfactory progress toward the 
establishment of a newsprint paper 
industry in the South was reported 
by Cranston Williams, secretary- 
manager of the Southern Newspaper 
Publishers Association, following a 
specially called meeting of the asso- 
ciation at Birmingham Monday. 
The publishers are seeking to pro- 
vide guarantees of 80,000 tons per 
year, to assure operation of a two- 
machine mill. Mr. Williams said 
they are in striking distance of that 
goal. Selection of a site is being left 
up to the manufacturer, who will use 
the Herty process of making news- 
print from Southern pine. 


Glen Buck to Talk 
to E. A. A. Monday 


Glen Buck, president, Glen Buck 
Company, Chicago agency, will talk 
to the Engineering Advertisers As- 
sociation Monday evening at the Bis- 
marck Hotel on “What People 
Want.” 

Faber Birren, designer, will dis- 
cuss color in product development 
and merchandising, and Charles A. 
Corrigan, advertising counsel, Rock- 
ford, Ill., will speak on “A New Slant 
on Layout and Copy.” 

Members of the Milwaukee Asso- 
ciation of Industrial Advertisers will 
attend in a body as guests. 


D. S. Tathill Given 
Added Duties by NBC 


D. S. Tuthill has been made as- 
sistant managing director of the 
Artists Service of the National Broad- 
casting Company. 

He will continue to direct the ac- 
tual work of the sales, sales promo- 
tion and general departmental per- 
sonnel, and will coordinate activities 
of the management division with 
those of the sales division. 


Blue Moon on Radio 


Mitchell-Faust Advertising Com- 
pany, Chicago, is placing some radio 
advertising for Blue Moon Cheese 
Products, Inc., Minneapolis. 
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March 9, 1935 


Classified 


Advertising 


The rate for this department is 40 
cents a line (not agate line); mini 
mum, $2. 


OFFICE TO SHARE 
Publishers’ representative has one 
or two private offices with reception 
room for rent on Michigan Blvd.. 
Chicago. Phone Wabash 8241 or ad- 
dress Box 548, ADVERTISING AGE, Chi- 
cago. 3-16 


POSITIONS WANTED 

Newspaper executive with twelve 
years’ successful experience in ad- 
vertising department of leading met- 
ropolitan newspaper is- available for 
connection with daily where oppor- 
tunity for creative work is provided. 
National advertising management of 
large city newspaper or advertising 
director of smaller publication is the 
sort of job I can handle up to the 
hilt. I know advertisers and agency 
executives, and am familiar with all 
classes of newspaper advertising. 
Have also had some radio experi- 
ence. This means an opportunity 
for you as well as for me. 
ADVERTISING AGE, Chicago. 


jaudits completed between June 30, 
Box 549,|1932, and June 30, 1933. 
| Three covers the audits for the fol- 


Local- National Rate 
Differential Growing 
Larger,Four A’sSays 


New York, March 7.—The national- 
local rate differential of metropolitan | 
newspapers has recently tended to} 


lowing year, thus affording the means 
of making an annual comparison, 
though all papers cannot be studied 
for the same year. 


Uses 20,000-Line Rate 


The method employs the 20,000-line 
milline rate as the basis for compari- 
son. In the authors’ opinion this 
tends to show a smaller differential 


A than is actually the case, since 
increase, according to “A Study of | quantity discounts are usually 
Changes in National and Local Mil-| -reater and more numerous on local 
line Rates,” published by the Amer- | jineage. 
ican Association of Advertising, ‘The average national milline rate 
Agencies. for all dailies increased 3.3 per cent, 


The data contained in the study 
are taken from Volumes Two and 
Three of the association’s publica- 
tions, “Market and Newspaper Sta- 
tistics,” which include reports on the 
109 newspapers which are members 
of the Audit Bureau of Circulations 
and which have a circulation of 100,- 
000 or over in A. B. C. city zones. 

In the period of a year, the new 
Four A’s study reveals, there has 
been an average increase in the mil- 
line differential of from 37.9 per cent 
to 40.5. The differential in the case 
of Sunday papers increased from 54.1 
per cent to 58. 

Volume Two of “Market and News- 
paper Statistics,” covers A. B. C. 


Volume 


or from $2.11 to $2.18, while the 
average circulation decreased 1.9 per 
cent. Sunday papers show an increase 
of 2.1 per cent from $1.88 to $1.92, 
for which there is some explanation 
in a circulation drop of 0.9 per cent. 

Local milline rates for 20,000 lines 
were increased 1.3 per cent by the 
dailies, but the Sunday papers aver- 
aged no change. 

According to the Four A’s study 
there was an increase of 7.8 per cent 
in circulation connected with induce- 
ments by the dailies and an increase 
of 4.3 per cent in this type of circu- 
lation by the Sunday papers. 

The study includes the data on 
each newspaper from which the av- 
erages were compiled. The price to 
non-members of the agency associa- 
tion is $2. 


ARTISTS ®*@ 


A LARGE, EFFICIENT AND 
COMPLETELY EQUIPPED 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


workmen 


All Departments 


Board Directo: 


General Manager 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS ® 
PLANNING e 


OUR SERVICES 


ENGRAVERS °® 
PHOTOGRAPHING 


DEPENDABLE PRINTING 
Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


ELECTROTYPERS 


OUR 
SPECIALTIES 


Getting Personal 


Rosiland Kress, daughter of the head of the Kress chain, and 


Charlies Wesley Frame, Utica Mohawk advertising executive, were 
united in matrimony this week. There was a charming ceremony before 
an improvised altar in the petit salon of the Park Lane. After a 
month’s honeymoon at Nassau, Mr. Frame will be back on the job at 
Utica. 


Sam Perinier, McGraw-Hill v. p., returned from his tropical cruise 
this week several days ahead of his ship's itinerary. So far Sam has 
been much too busy to explain the mystery to the curious. 

Martha Therese DeMotte Woodward, of Washington, and Norman 
J. Lebhar, Jr., assistant sales promotion manager of Lily-Tulip Cup 
Corporation, will take out happiness insurance in the early spring. 
Miss Woodward is a descendant of Timothy Alden, founder of Alle- 
gheny College. 


Mr. and Mrs. Roy Howard, cruising in the West Indies aboard 
their Diesel yacht Jamaroy, made a point of being present at Nassau 
last week for the Royal Nassau Sailing Club races. 

Allen Willis, a Getchell art director, is the winner of this month’s 
photographic contest. From 30 to 50 camera enthusiasts in the agency 
organization compete each month for the best photo copy on a definite 
assignment. 

Vic Grohmann, of Needham & Grohmann, broke 25 straight in a 
skeet match last Sunday at the Knickerbocker Country Club, Engle- 
wood. Vic is just a beginner but his feat has been equalled by only 
one other member of the club, Jim Boynton, of The American Weekly. 


A clue as to Bruce Barton’s political convictions is afforded by the 
fact that he was master of ceremonies at the dinner given by Redbook 
Monday in honor of Gen. Hugh S. Johnson. A number of other 
advertising men were in the group of 400 who heard the General crack 
down on the administration’s enemies. 

E. J. Finneran, National Dairy Products s. & a. m., and Earl Thomas, 
Ayer a. e., have gathered together plans for this year’s ice cream adver- 
tising and set out together on a short cruise to South America, thus 
eliminating the weather handicap in judging the effectiveness of ice 
cream copy appeals. 


Hilton U. Brown, chairman of the board of the Indianapolis News, 
is another Middle Westerner who has been enjoying the sunshine of 
Miami of late. . 


Frederick W. Heitkamp, general sales manager of the Lyons 
Metal Products Company, addressed the Agate Club of Chicago last 
Monday on “Successful Sales Methods for 1935.” He recommended 
getting »ack to fundamentals in selling. 


Harry King, Western national advertising manager of the Chicago 
Tribune, is iaid up at his home in River Forest with a compound frac- 
ture of the leg, sustained in an unusual automobile accident. 
James Rawls, art director of the Harry Latz Service, used to be a 
cartoonist on the New York Herald Tribune. 


Jack Manders, star place kicker of the Chicago Bears, and before 
that a power-house for Minnesota, is now selling production service 
for the Faithhorn Company in Chicago. He'll don the moleskins again 
in the fall. Edmund L. Butler is now production manager for the 
G. M. Basford Company. L. G. Malone, who formerly handled this 
job, has been made account executive. 


Jack Louis, of Needham, Louis & Brorby, is Bermuda-bound with 
his wife and three boys. Franklin B. Hurd, director of advertising 
of the Providence Journal, is recuperating from a long illness. 

M. Alvah Blanchard, manager of national advertising for the Christian 
Science Monitor, is on his way to the Pacific coast. 

John C. Sterling, director of advertising for the McCall Company, 
also knows his styles. He entertained a group of 100 advertisers, 
agency men and merchandise executives at a preview of the annual 
McCall Style Show at Marshall Field’s last week. 


TYPESETTING 
(Linotype, Monotype and Hand) Catalogues 
PRESSWORK Booklets 
(The Usual as well as Colors) Publications 
BINDING Le Papers 
(The Usual, Machine Gathering, agazines 
Covering and Wireless Binding) House Organs 
MAILING hanes _ 
(This Dept. is equipped to de- a _ 
liver to the post office or custom- Proceedings 
ers as fast as printed and bound) Directories 
ELECTROTYPING AND Histories 
ENGRAVING Books 
(Our facilities are up-to-date and Broadsides 
can take care of any sized orders) Folders 
ADVERTISING SERVICE Circulars 
(Planning, copywriting, design- and 


ing, photographing and artwork) 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


Because of automatic 
machinery. Day and 


General Printing 


RIGHT PRICE 


Because of superior 
facilities and efficient 


LUTHER C. ROGERS, Chairman 
rs 
A. R. SCHULZ, President and 


night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from all parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


* 


PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 


Established 1888 


EXECUTIVES: 


J. W. HUTCHINSON, Vice Pres. and 
Sales Director 


Polk and La Salle Streets 


W. E. FREELAND, Secretary and 


management 


Chicago, Illinois | 


H. J. WHITCOMB, Vice 
sident 


Treasurer 


Organize New Agency 
in Washington, D. C. 


Ralph F. Spangler, formerly with 
the advertising staff of the Washing- 
ton Times, and a past president of 
the Washington Advertising Club, 
and Howard W. Berry, for the past 
15 years advertising and publicity 
director for Lansburgh & Bros., 
Washington department store, have 
opened an advertising agency at 801 
International Bldg., Washington. 

The agency will be known as Span- 
gler & Berry. James McNally, for- 
merly of McNally & Smythe, Inc., 
will also be a member of the staff. 


Hommann, Tarcher & 


Sheldon Add Four 


W. J. Weir, formerly of the Black- 
man Company, Rebecca Sanger, for- 
merly of Ruthrauff & Ryan, Inc., and 
Walter Baker, formerly of the Na- 
tional Broadcasting Company, have 
joined the copy department of Hom- 
mann, Tarcher & Sheldon, Inc., New 
York. 

A. E. Macon, formerly of N. W. 
Ayer & Son, Ince., has joined this 
agency’s art department. 


Appoint Miller 


Wayne Miller has been named pub- 
licity director of station KHJ, Los 
Angeles, and of the Don Lee Broad- 
casting System. Mr. Miller has been 
identified with KFI and KECA, Los 
Angeles, for the past two years. 


Noyes Prométed 


Frederick C. Noyes was elected 
vice-president of the Larchar-Horton 
Company, Providence, R. I., advertis- 
ing agency, at a meeting of the com- 
pany March 1. Other officers were re- 
elected. 


A. D. Talbott, Display 


Specialist, Joins Percy 


A. D. Talbott, formerly the pro- 
prietor of a drug store at Grinnell, 
Ia., has joined the staff of Carl Percy, 
Inc., New York window display spe- 
cialist, in the service department. 

Mr. Talbott has written extensively 
on the subject of sales tests made in 
his own store on point-of-purchase 
advertising material supplied by na- 
tional advertisers. 


“American Spectator” 


Editors Call Quits 


Although every issue of The Amer- 
ican Spectator has shown a profit and 
the publication is now netting $1,000 
a month, the editors, busy with other 
matters, have voted to suspend with 
the current issue. 

The literary newspaper has been 
published by Tower Publications, 
Inc., New York. 


Change Name of Meat 


Trade Publication 


Butchers’ and Packers’ Gazette, 
issued by Meat Trade Publishing 
Company, Inc., Chicago, has been re- 
named The Meat Dealer. 

New typography, size and editorial 
features for the wholesale and retail 
meat dealer, signalized the first num- 
ber under the new name. 


Roach Joins Tower 


Edward A. Roach has resigned as 
vice-president and general manager 
of Nutro-Sodium Corporation to be- 
come associated with the Chicago 
office of Tower Magazines, Inc., as 
advertising representative. Mr. Roach 
was formerly with Curtis Publishing 
Company. 
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Co-op Advertising 
Plans of Appliance 
Dealers Are Studied 


(Continued from Page 4) 
utor, or dealer, as the case may be, 
also vary considerably. 

As indicated, about one-half of all 
the manufacturers (some of whom 
sell through distributors) share the 
allowance with dealers only. Among 
such manufacturers about 82 per cent 
contribute 50 per cent of the allow- 
ance in the case of key dealers, and 


about 90 per cent contribute an|> 
equivalent amount in the case of |N 


small dealers. 

In the relatively few instances 
where the factory and distributor co- 
operate, leaving the dealer out of the 
picture, the allowance is shared by 
the factory and distributor 50/50. 
The amount of allowance set up in 
this instance is turned over to the 
distributor to spend as he sees fit. 

Among another group of manufac- 
turers, comprising about 21 per cent 
of the total reporting, the allowance 


YOU NEED? 


For facts, figures and market 
data about the 1% billion dol- 
lar baking industry, come to 

BAKERS’ HELPER, this in- 

dustry’s leader for almost a 

half century. 

Check the data you need below, tear out 
this advertisement, attach to your letter- 
head and mail to us. 

0 “Baking Industry Facts and 
Figures,” a market data 
folder 

0 “Selling Leads,” 
week service 

(0 Sample pages from the “Bak- 
ing Industry Blue Book” 

(0 Copies of BAKERS’ HELP- 
ER, issued fortnightly 

O) Audit Bureau of Circula- 
tions statement 

Send to 


BAKERSHELPER 


"YE MAGAZINE 1 BAKERY PRACTICE -( MANAGEMENT 


diy 


an every 


Almost a Half Century of 
Helpfulness 


380 S. Wells St., Chicago, Ill. 


tributor, and dealer (either in the 
case of key dealers or small dealers, 
or both), as has been indicated pre- 
viously. Five separate plans of shar- 
ing the allowance, none of which 
predominate to any degree, were re- 
ported, as follows: 


Division of Allowance 


Mfr. Distr. Dealer 
| SS Prevrrce 25.0% 25.0% 50.0% 
SS Parr 33.3% 33.3% 33.3% 
a eererercs 50.0% 8.5% 41.5% 
ee Peer 50.0% 14.5% 35.5% 
wees @ aievivees 50.0% 25.0% 25.0% 


Many Variations 


There were several variations re- 
ported in connection with the above 
plans. The plans of one or two 
manufacturers, for example, include 
all three participants when dealing 
with key dealers, but omit the dis- 
tributor in the case of their small 
dealers and share the allowance 50/50 
with the latter. 

Another manufacturer has a three- 
way division in the case of his 
smaller dealers, but excludes his key 
dealers and shares the allowance 
50/50 with the distributor. In one 
or two additional instances, this 
three-way plan is for key dealers 
only, and the small dealer is ex- 
cluded entirely. The approximate 
proportion of allowance carried by 
all manufacturers combined (among 
those who have the factory-distrib- 
utor-dealer set-up) is about 41 per 
cent. Over one-half of these manufac- 
turers contribute 50 per cent of the 
total allowance, however. 

Considering all types of cooperative 
allowance plans used by all the manu- 
facturers combined, it is indicated 
that the factory proportion to be con- 
tributed averages slightly less than 
50 per cent. 


Anticipate Sales 


About one-half of the manufac- 
turers stated that they permit their 
sales forces to commit the factory to 
a stated cooperative advertising al- 
lowance on anticipated sales in order 
to get an outstanding dealer to stock 
the line. 

A number of these manufacturers, 
however, added that permission to do 
this was given salesmen only in cer- 


Per Cent of Allowances Spent in 1933 
TABLE 2 
Combined 
ey Key Small 
small Dealers Dealers 
dealers (only) (only) 
(48) (48) (48) 
o % No. o. 
% of total allowance spent 
a f "9, Sees arr 1 2% ap “~ es 
Dn c2ccb.0sd08e ceebeue 2 4% 2 4% 2 4% 
3 rrr pe re 2 4% es 4 3 6% 
DRE. ceeicnaaraeeews'h ames 6 12% 5 10% 6 12% 
yy Y | arr rr 2 4% 1 2% ee ° 
a ea as Ge ha eee eae 11 23% 6 12% 1 2% 
Se Dax osecee ees ernnes - we 1 2% o* 
Not selling in 1933........... 1 2% 1 2% 1 2% 
Te DEE a's vans db ond cauases 23 49% 32 68% 35 74% 
| Peeper ere 48 100% 48 100% 48 100% 


tain instances, or that a factory okay 
was required. 

Manufacturers were asked for esti- 
mates of the per cent of total estab- 
lished allowance spent by key dealers 
only, small dealers only, and key and 
small dealers combined, during 1933. 
It was indicated that a number of 
manufacturers do not make any dis- 
tinction concerning such expendi- 
tures between their key and small 
dealer accounts. In the case of com- 
bined key and small dealer allow- 
ances, expenditures ranging from 2 
per cent to 100 per cent (and over) 
of the total established allowances 
were indicated. Approximately one- 
half reported that all of the combined 
key and small dealer allowances had 
been spent. In the case of expendi- 
tures on key dealer allowances only, 
about one-half the manufacturers also 
reported that all the allowance was 
spent. The average per cent of total 
allowance spent, among all manufac- 
turers combined who reported esti- 
mated expenditures, was, as follows: 
Key and small dealers combined, 70 
per cent; key dealers (only), 77 per 
cent; and small dealers (only), 52 
per cent. (See Chart 2.) 


Discuss Local-National Rates 


Roughly, about two-fifths of the 
manufacturers reported that they use 
factory placed newspaper advertising 
to supplement dealer cooperative ad- 
vertising. When asked about what 
proportion of their national advertis- 
ing appropriation was spent for such 
factory placed newspaper advertising, 
over one-half did not answer this 
question, while the remainder indi- 
cated anywhere from one to 40 per 
cent. About 85 per cent of the manu- 
facturers who use factory placed 
newspaper advertising added that 
they run a list of dealers’ names 


either regularly or occasionally. In 
about one-half the cases where deal- 
ers’ names are listed, the cost of 
space used for listing dealers’ names 
is charged to cooperative advertising. 

In answer to a question as to 
whether any factory advertising was 
placed in newspapers over the signa- 
ture of a selected key dealer in order 
to get the benefit of local display 
rates, 19 out of 48 manufacturers an- 
swered the question affirmatively, 21 
said “No,” and eight did not answer 
the question. Following are some of 
the comments made by manufac- 
turers as to the circumstances under 
which they follow the aforemen- 


tioned practice: 

In certain cases, factory and dis- 
tributor cooperate in such advertis- 
ing; upon demand of dealer who 
wants to do his own advertising at 
local rate; about 80 per cent of space 
is placed at local rate over dealer’s 
name; when dealer’s rate is ex- 
tremely advantageous; in some in- 
stances where distributor requests it 
and the rate differential permits of a 
substantial saving after adding on 
agency commission; handled by in- 
dividual jobbers on special drives for 
dealers; where newspapers will allow 
ocal rate because advertising carries 
distributor’s or dealer’s signature; 
each instance is different; yes, but 
seldom; only when paid in part by 
dealer; on 50/50 basis, only when 
sale possibilities appear to justify 
extra expense. (See Chart 3.) 

A comprehensive resume of the or- 
ganization and administration of fac- 
tory-distributor-dealer and _ factory- 
dealer cooperative advertising plans, 
as outlined by the 61 electrical appli- 
ance manufacturers who cooperate in 
the study, will be presented in an 
early issue of ADVERTISING AGE. 


Peterson to Texas 


Thomas H. Peterson, who has been 
in the Chicago office of Scripps-How- 
ard Newspapers, has been appointed 
national advertising manager of the 
Herald-Post, El Paso, Tex., a Scripps- 
Howard daily. 


advertising 


In some instances, 


Securing Local Rates for Factory Advertising 
TABLE 3 


If you ever place factory advertising in newspapers over the 
signature of a selected “key” dealer in order to get the benefit 
of “local” display rates, under what circumstances do you do this? 


ee NN a coos past kd ce anees 
In certain cases factory and distributor cooperate in such 
Upon demand of dealer who wants to do his own advertising 
ey Wh s.6 4:0-« +0 wenee excanle 
About 80% of space is placed at local rate over dealer’s name 1 
When dealer’s rate is extremely advantageous............... 1 
where distributor requests it and rate 
differential permits of a substantial saving, after adding 
on agency commission ....... 
Handled by individual jobbers, on special drives for dealers 1 
Where newspapers will allow local rate because ads carry dis- 
tributor’s or dealer’s signature 
Each instance is different ...... 
Oe: Cie Ss 66:05 605 08580 ck 
Only when paid in part by dealer 
On 50-50 basis, when sales possibilities justify extra expense 2 


Allow dealer a definite sum to use as he deems best.......... 2 
Based on business obtained through local outlet............. 1 
a eA Lies eae ee Pee eee, eee ey eye 19 


*Based on the 19 manufacturers who place newspaper adver- 
tising from the factory over the signature of a selected “key” 
dealer in order to get the benefit of “local’’ display rates. 


No. of 


Marx .. by Fred S 


Foster 


Group of booklets and folders designed for Hart Schaffner @ 


Now with our Detroit Studio 
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ADVERTISING AGE 
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oa 
Slips 
THAT PASS IN THE 
selling fight 


Whisper a simple 15-word mes- 
Sage around a table of a dozen 
or so men and see what it sounds 
like when it is finally relayed 
back to you. 


A reporter picked up a message 
relayed through the court room 
at Flemington and everybody at 
a radio that night heard that the 
jury had convicted Hauptmann 
recommending life imprisonment. 


Somewhere in France a corre- 
spondent got the wrong informa- 
tion about the signing of the Ar- 
mistice and the entire country 
celebrated while lads were still 
giving up their lives on the fir- 
ing line. 


It is easy to mistake yes for no, 
black for white, millions for bil- 
lions when information is passed 
from hand to hand to reach ulti- 
mately the person or persons it 
is intended for. 


Sales messages are often dis- 
torted thus. A production engi- 
neer tells the front office, the big 
boss tells the sales manager, the 
sales manager tells the salesmen, 
the salesmen tell distributors. 
Finally the customer or prospect 
gets the last man’s version of 
the information that originated 
back in the plant. The remnants 
of the original story may be suf- 
ficient to close the sale. Again 
some point that might have in- 
duced the prospect to say yes 
may be omitted. 


When that same sales story is 
set down in black and white, 
okayed by the front office and 
published where customers and 
prospects can read it and sales- 
men can use it to guide the force 
of factful selling, that is adver- 
tising at its best. 


If you are selling to the wide- 
spread civil engineering and con- 
struction market and your adver- 
tising is appearing in Engineer- 
ing News-Record and Construc- 
tion Methods, there’s no one to 
distort your sales story any 
place along the line between the 
front office and the engineers 
and contractors who comprise 
the market. 


Customers and prospects are ade- 
quately instructed as to the ca- 
pacity, the characteristics, the 
applications and the perform- 
ance of the product. And the 
manufacturer who is paying for 
the advertising is in effect say- 
ing “I'm putting the facts in 
printer’s ink because I know 
they are facts and because I 
want the entire market to think 
straight about my product.” 


If you are already advertising 
in these two publications may we 
suggest the good strategy of pro- 
viding your entire selling organ- 
ization with reprints or pre- 
prints of every advertisement? 
If you prefer we shall be glad to 
furnish them at a nominal 


charge per hundred. 


McGraw-Hill Publications 
330 West 42nd St., New York 


ADVERTISING IN 
MAGAZINES STILL 
ON THE UPGRADE 


Chicago, March 7.—All classes of 
magazines showed substantial gains 
in advertising lineage during March, 
as compared with the same month of 
last year, ADVERTISING AGE’s analysis 
of the monthly report of National 
Advertising Records reveals. 

The highest proportionate gain 
among groups of magazines was reg- 
istered by the six women’s groups 
which were in existence last year. 
They carried 133,966 lines then, com- 
pared with 232,618 lines this month, 
for a gain of 98,652 lines or 73.6 per 
cent. 

The eight outdoor publications 
achieved the second highest propor- 
tionate gains among groups of mag- 
azines. They displayed a total of 
75,523 lines this month, as against 
61,060 lines last March, for a gain of 
14,463 lines, or 23.7 per cent. 

The eight standard publications 
earried a total of 52,432 lines this 
month, as against 44,393 lines last 
March, for a gain of 8,039 lines, or 
18.1 per cent. 

The 34 general magazines measured 
by National Advertising Records dur- 
ing both 1935 and 1934 showed a gain 
of 50,869 lines over last year, carry- 
ing 524,497 lines of advertising this 
year, as against 473,628 lines carried 
in March, 1934, or an increase of 10.7 
per cent. 

Seventeen women’s magazines 
gained 27,277 lines over last year, or 
about 5.4 per cent. They published 
536,710 lines of advertising this 
month, and 509,433 lines in March 
last year. 


Others Also Gain 


The 11 mail order papers measured 
42,302 lines this year, and 40,034 lines 
last year, for a gain of 2,268 lines of 
5.4 per cent. 

Twelve weeklies whose February 
figures are analyzed carried 600,844 
lines of advertising last month, and 
536,795 lines in February of 1934, for 
a gain of 64,049 lines, or 11.9 per cent. 

Detailed figures for each of the 
classifications measured are given in 
the following table: 


March Advertising Lineage 


Standard 1935 1934 
American Mercury ... 2,669 2,780 
Atlantic Monthly..... 11,195 7,155 
Current History ..... 2,624 3,465 
Forum and Century.. 7,755 4,690 
Golden Book ........ 3,469 3,256 
Harper’s Magazine ... 7,705 9,507 
Review of Reviews... 8,863 7,216 
og ere rere re 8,152 6,324 

THRs OED ccc ccces 52,432 44,393 

General 
ee ee 20,441 20,817 
American Boy ....... 6,685 6,174 
American Golfer ..... 7,513 7,895 
American Home ...... 23,507 10,792 
Arts and Decoration.. 7,196 8,960 
ee eee 2,864 2,844 
Better Homes & 

eT Terre 19,199 16,683 
8 Sree 8,827 5,953 
CU, EE, ks eeedarves 4,830 4,734 
Christian Herald 11,188 9,104 
Cosmopolitan ....... 27,202 21,581 
Country Life ....... 21,882 21,056 
PE .6bbcaws eoes as 27,473 11,760 
PE Si scs6600306% 68,809 64,464 
Graduate Group ...... 2,787 2,429 
House & Garden...... 28,110 30,417 
House Beautiful ..... 20,233 21,148 
SMOGPHCEOP oc ccccccees 16,970 10,746 
PE cpsacaticnreves 6,512 5,266 
BD Ss tee eds wows hee 9,363 9,061 
Modern Mechanix .... 11,534 10,481 
National Geographic... 6,769 8,057 
Nation’s Business..... 18,200 18.543 
Open Road for Boys.. 3,563 3,651 
Physical Culture ..... 11,963 11,547 
Popular Mechanics.... 17,585 13,051 
Popular Science 

0 Se ee 15,310 14,598 
eS errr eee 17,338 13,633 
Scientific American... 2,019 2,735 
BOOTISIMAN 6 ccccccses 11,914 17,423 
wre ee 20,720 22,617 
Se ee eee eee 414,766 410,155 
vo) ee i 10,847 7,236 
True Detective 

BEVRCOPIOD cc cccccccs 3,850 2,850 
WORRIES PRIS 2. cccsvoe 16,528 25,167 

Total Group ........ 524,497 473,628 

Women’s 1935 1934 
PP Tee eee 15,080 28,732 
Parmer's Wife ...... 12,569 12,937 
Good Housekeeping... 54,779 50,343 
Harper’s Bazaar ...... 73,176 67,449 
pf METTLER 11,366 10,914 
Household Magazine.. 15,170 12,733 
Junior League Issue 

Magazine .........- Notrec’d 5,149 


1935 1934 

Ladies’ Home Journal. 50,032 48,625 
“ends carbs ooade 46,670 51,436 
Needlecraft .......... 6,572 5,964 
Parents Magazine..... 18,255 15,708 
a 10,920 13,379 
Pictorial Review ..... 22,600 20,048 
OORT op ccccceteee 7,120 9,658 
True Story ........... 26,314 24,479 
Oe Pry eee 107,166 86,058 
Woman’s Home Com- 

PANION ....-eeeeeees 49,980 44,046 
Women’s World ...... 8,941 6,924 


Total Group 
Women’s Groups 
Fawcett Women’s Group 


Hollywood Magazine 13,819 8,065 
Screen Book ....... 14,159 8,316 
Radioland .....-++0:. S| Sar 
Screen Play Maga- 

SEO cocccvecesone 13,663 8,922 

True Confessions... 12,858 9,057 
Macfadden’s Women’s 

Group 

True Romances..... 14,797 9,485 

Movie Mirror ....... 15,246 +9,270 

Love & Romance.... 14,151 79,225 

Radio Mirror ....... 12,993 +3,295 

True Experiences... 14,117 78,613 
Modern Magazines 

Modern Screen ..... 18,626 14,483 

Modern Romances .. 18,094 

Radio Stars .......- 17,857 

Motion Picture Unit 10,672 12,645 
Sereenland Unit 

Screenland ......... 11,840 9,928 

Silver Screen ....... 11,543 9,842 

tTower Magazines .. 18,183 12,820 

Total Group ....... 244,133 133,966 

Outdoor 1935 1934 
Field and Stream...... 14,573 11,524 
Fur-Ffsh-Game....... 6,329 6,351 
Hunter-Trader- 

WARPOP ccccccsvcces 6,962 5,792 
Hunting and Fishing... 9,711 7,390 
National Sportsman... 11,213 7,692 
Outdoors ....scccceces 5,299 5,880 
Outdoor Life .........- 11,670 9,520 
Sports Afield .......... 9,766 6,911 

Total Group .....--- 75,523 61,060 

Mail Order 
OO. ae ee ea 7,344 8,133 
Gentlewoman ......... 5,517 § 
Good Stories ......... 4,847 5,569 
Biome Circle .......20> 4,804 3,694 
Home Friend .........- 4,201 3,193 
Household Managem’t 

Journal ...ccccccces isctd 2,188 
Illustrated Mechanics. 3,042 2,172 
Moose ...ccccccccccces 1,571 1,978 
Mother’s-Home Life .. 4,576 4,435 
*Pathfinder ........--++- 10,045 8,959 
Sovereign Visitor .... 1,872 1,901 

Total Group ......-.- 47,819 42,222 


*February Figures 


February Advertising Lineage in 
Magazines 


Weeklies & *Semi-Monthlies 


American Weekly .... 62,660 50,699 
Business Week ....... 22,119 19,535 
og SAP ae eee 68,024 58,743 
i i, MUTE TE 9,748 9,390 
ere eee eT eT re er 25,377 20,708 
SON cvs nerseccteses 22,556 23,333 
Lfterary Digest ...... 26,313 28,802 
MOW TOPESP occ ccccece 80,130 82,852 
Saturday Evening 

A eae eee 128,767 120,720 
yee ee ae 85,398 70,348 
*Town & Country..... 30,991 24,262 
¢United States News..738,761 727,403 

Total Group ....... 600,844 536,795 


+Figures supplied by publisher. 

$1934 figures based on 429-line page, 
1935 on 680-line page. 

§March total combined with April. 


Goodyear Complaint 
Amended by F. T. C. 


To conform with evidence taken 
during more than a year of public 
hearings, the Federal Trade Commis- 
sion filed an amended complaint 
March 5 against Goodyear Tire and 
Rubber Company, Akron, charged 
with price discrimination favoring 
Sears, Roebuck & Co., Chicago, 
through sales of so-called special 
brand tires. 

The amended complaint set forth 
that the alleged price discrimination 
tended to set up a monopoly in the 
Goodyear company’s tire and tube 
sales to wholesale and retail dealers, 
including those outlets owned or 
controlled by Goodyear. The alleged 
discrimination tended to create a 
monopoly in the Goodyear and Sears, 
Roebuck companies in retail sales of 
tires and tubes, the amended com- 
plaint asserted. 


West Coast Printers 


Move to New Home 


The Recorder Printing & Publish- 
ing Company, San Francisco, has 
moved to its new building and plant 
at 99 Van Ness Ave., South. The 
move was necessitated by the fact 
that the old plant stood in the way 
of the approach to the San Francisco- 
Oakland Bay bridge. 

The new Recorder building occu- 
pies over 49,000 square feet of ground 
area and 16,000 square feet of office 
space on the second floor. The plant 
incorporates the latest type of scien- 
tific arrangements and is air-condi- 


tioned throughout. 


2 | Chicago. 


Grace, Bement 


Establish New 


Detroit Agency 


Detroit, Mich., March 7.—Edward 
R. Grace, president of Grace & Holli- 
day, Detroit advertising gency, 
since its inception in 1933, and Aus- 
tin F. Bement, former president of 
the agency bearing his name for 
many years in Detroit, have formed 
a new national advertising agency, 


Edward R. Grace, left, and 
Austin F. Bement. 


Grace & Bement, Inc., with head- 
quarters in the New Center Bldg., 
Detroit. 

Until recently Mr. Bement was 
vice-president of Erwin, Wasey & Co., 
Before opening his agency 
in 1924, he had for 11 years directed 
activities of the Lincoln Highway 
Association. 

Both men have been prominent in 
the advertising agency fields in De- 
troit, New York, and Chicago, and 
are especially well known in automo- 
tive circles. 

Members of the new agency’s staff 
will include L. C. Grace, president, 
Women’s Advertising Club, Detroit, 
as director of research and mediums; 
Livingstone P. Hicks, art director; 
George M. Black and Gilbert U. 
Radoye, account executives; and John 
A. McKee, as secretary. 


Outdoor Meet Set 


The Outdoor Advertising Associa- 
tion of Wisconsin will hold its 45th 
annual convention March 18-19 at the 
Hotel Schroeder, Milwaukee. 


POSITIVE 
PROOF 


of the stability and 
alertness of the 
Akron market is af- 
forded by the fact 
that the Akron Bea- 
con Journal ranked 


Sin in volume 


of paid advertising 
lineage among six- 
day evening news- 
papers in the United 
States for the year 
1934. 


AKRON 
BEACON 
JOURNAL 


Member A.B.C.—A.N.P.A. Major 
Market Newspapers, Inc. Repre- 
sented by Story, Brooks & Finley. 


SELL THE SOUTHWEST MARKET 
WITH THE SOUTHWEST SYSTEM 
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SECONDARY & REGULAR 
USTENING AREA [ 


SBS Gives Compl 


AND LISTENER RESPONSE. ACTUAL FIELD 
STRENGTH SURVEY NOW SS 


iN ESS... 
Population of SECONDARY AREA 3,633,852 


ete Radio Coverage 


. -. Plus a Sweet Merchandising Hook-up! 


Twelve major stations in 12 majo 


r markets enable SBS to reach the 


great majority of Southwestern Radio homes! Add to this the kind 


of a merchandising job SBS permi 


ts Universal Mills to do—and you'll 


recognize the SBS network's unique advantages. e @ @ Using 10 
SBS stations, Universal broadcasts a live network show, featuring 
Alice Joy and presenting Southwestern Amateur Night from a 


SOUTHWEST 
BROADCASTING 
SYSTEM 


LEE H. ARMER, Pres. 
FORT WORTH, TEXAS 
GREIG, BLAIR & 


SPIGHT, INC. 


NEW YORK CHICAGO 
DETROIT LOS ANGELES 
SAN FRANCISCO 


interest. e 


from each 


different station each week. @ @ @ Miss Joy 
auditions available talent personally in each 
city and gets much local publicity and dealer 


e@ e The best of each area's com- 


peting talent is put on the network with Miss 
Joy in a public appearance show attended by 
dealers, customers and prospects. e @ e An 
average of 120 dealers’ names are broadcast 
as a definite part of each radio show—12 


of the I0 stations for its own area! 


This hook-up is building business for Universal. 
Let SBS show you what it can do for you! 
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ADVERTISING AGE 


@ Our heart's on fire to convince you that 
we are the best engravers alive but such 
passion never goes to our heads causing 
us to slash the price to get your work. 
That's a phoney way to build a business. 
® So we keep on doing the best work that 


engraving science has any knowledge of 


COLL IN s 
MILLER & 
HUTCHINGS 
INC. 


————— PHOTO ENGRAVERS 


and the business seems to build itself. Sort 
of like the “build a better mouse trap” 
affair— except that we think it’s smart to 
tell the world about it now and then so you 
won't wait until 1937 to tread the beaten 
path to our door. And say, if our plates 


don't satisfy, your money is returned. 


CHICAGO,ILLINOTIS 
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‘Pretty, But 
Will It Sell?’ 


Package Query 


(Continued from Page 1, Col. 2) 
from discussions which followed for- 
mal addresses. 

The social high light of the week 
was the annual banquet Tuesday 
night, at which winners in the an- 
nual competition for the Wolf Trophy 
received their awards. First prize, 
as previously reported, went to the 
Hoffman Beverage Company, New- 
ark, N. J., for its outstanding club 
soda bottle, a “package” with such 
supreme sales appeal that it was 


declared to be the outstanding con- 
tainer of 1934. 

The trophy this year consisted of 
a cigar and cigarette box in hand- 
carved aluminum. It was designed 
by Harold M. Schwartz, display di- 
rector of Kaufmann Department 
Stores, Pittsburgh, of which Irwin 
D. Wolf, donor of the trophy, is 
secretary. The box was the handi- 
work of Hyman Blum, who trans- 
planted to America a family tradi- 
tion that has extended over several 
generations in the metal crafts. 

Certificates to producers of pack- 
ages in various classes were also 
awarded at the banquet. The certifi- 
cates, designed by Gilbert P. Far- 
rar, widely known typographical 
expert, employed the Bulmer type 
series, one of a group of rigid, for- 


mal type faces. Parchment paper 
on which the _ certificates were 
printed gave them the appearance 
of diplomas. 

The negative side of packaging 
may have been unduly stressed dur- 
ing the conference, but this will 
merely serve, it was said, to save 
large sums sometimes spent to no 
avail in the past. One speaker 
sounded a caution against adoption 
of packages with a re-use appeal, 
unless all possibilities have been 
considered. In the case of glass- 
ware, for instance, it was said that 
housewives are prone to turn to an 
entirely different brand as soon as 
they have acquired a full set. Not 
all re-use cartons, of course, are 
confronted with this danger. 

Another warning was uttered by 


an engineering expert, who said 
too many packages which seemed 
destined to carry the sponsor to the 
top of the merchandising heap often 
did the reverse, partly because they 
could not be produced with existing 
machinery. 

“Any attempt to design a package 
contrary to its engineering func- 
tions is doomed to failure,” he as- 
serted. “It is not only doomed to 
fail in production, but in merchan- 
dising as well. The bizarre and fan- 
tastic in design, shape and materials 
have almost without exception failed 
of their merchandising mission in 
recent years, while simple designs 
have gone far. Palmolive Beads is 
an example of attractive, simple de- 
sign which has been both a produc- 
tion and a merchandising success.” 
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Partridge & Anderson Company 


712 SOUTH FEDERAL STREET, TELEPHONE HARRISON 3732 
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MATRICES 


FRESHNESS. IS 
THEME OF NEW 
BUTTER DRIVE 


(Continued from Page 1, Col. 3) 
Guenther Law, Inc., is in charge of 
the advertising. Robert J. Herts and 
Robert J. Misch are the account ex- 
ecutives. 

The advertiser plans to expand the 
Hotel Bar butter distribution slowly, 
concentrating first on the 50-mile 
New York metropolitan area. It is 
expected that distribution will be- 
come national, possibly within a year. 

It is the belief of the advertiser 
that the day of tub butter is waning 
in favor of the cleaner, more sanitary 
and fresher print butter. Just as 
packages have displaced bulk sales in 
other industries, the same complete 
change will be made in selling but- 
ter, the company believes. 

A general outline covering three 
years of advertising and sales pro- 
motion of the packaged butter has 
been developed. 

Copy in the current campaign ex- 
plains how Lowenfels “butter con- 
trol” brings fresh butter to the con- 
sumer. The first step is in cleanli- 
ness and expert supervision of the 
making. Next, is the cutting, wrap- 
ping, and dating, done immediately 
after churning. 

Delivery from the creamery to the 
Lowenfels plant is made by refrig- 
erated trucks. Distribution is being 
limited to neighborhood dealers who 
maintain adequate refrigeration fa- 
cilities. Im the home, the Albatite 
carton keeps freshness in and odors 
out when the butter is stored in the 
refrigerator. On the table, it is served 
in flat slabs, enabling slicing without 
waste or muss. 

Lucky coupons in some of the car- 
tons entitle the consumer to a newly 
designed, etched glass butter dish 
holding a quarter-pound of butter. 

The carton is not in the conven- 
tional shape, but is wider and shal- 
lower. A rule is printed on the car- 
ton to indicate how the housewife 
can cut the slabs to yield 72 generous 
portions to a pound. A window in 
the outer carton shows the bar ar- 
rangement inside. 


Issues Rexall Contracts 


Contracts for five 15-minute pro- 
grams in one week are being issued 
by the United Drug Company through 
Street & Finney, Inc., New York, for 
the Rexall One Cent Sale “Magic 
Hour” radio program this spring, 
which will use over 200 stations, one 
of the largest lists ever used for a 
program. 


Do You Know— 


That the WAREHOUSING, 
MOTOR FREIGHT and 
TRANSFER field is now an 
active market for manufactur- 
ers of TRUCKS, TRAILERS 
and Allied AUTOMOTIVE 
ACCESSORIES AND EQUIP- 
MENT. 


Due to increased commodity prices 
this industry is operating at close to 
1929 levels and its truck fleets now 
average 15.4 units per fleet. 


It can be blanketed thru the only 
publication in the field. 


DISTRIBUTION & WAREHOUSING 


249 West 39th St. 
New York, N. Y. 


SS Aye = 
FREE G SLEININGER, INC. 


RADIO STATION REPRESENTATIVES 


SEE PAGE |, “RADIO ADVERTISING RATES AND DATA 
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BEST CANNISTER 


PHOTOGRAPHIC | 
REVIEW OF THE 
WEEK 


GIVES NEW WRINKLE TO OLD TECHNIQUE 


Cannister for Chevrolet armature 
which took the packaging award 
in its class in the American Man- 
agement Association competition. 


ble 


GIFT PACKAGE 


ADVERTISERS RECALL MODEL'S WORK 
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* as sir oe ss eoeaetemetans Gift wrapping for wine, developed 
SSS eo — oat ~ by R. H. Macy & Co., New York, 
eI ag wry op wfenpd pons Ma TOS TE which won the award in the mis- 
cellaneous classification in the 
Current Richard Hudnut magazine copy uses one of the oldest ideas ackaging competition sponsored 
in advertising, the before and after comparison, this time giving it “ American Management Asso- 
authenticity by an affidavit signed by the photographer. ciation. 


"ADVERTISING AGE" ADVISORY RESEARCH COMMITTEE MEETS 


Members of the advisory committee on research, which will assist in the direction of a series of surveys and studies sponsored 
by "Advertising Age." Left to right, standing: S. R. Bernstein, managing editor, “Advertising Age"; S. W. Sheetz, Ross-Federal 
Research Corporation, which will carry out the field work; David B. Reed, Jr., Loose-Wiles Biscuit Company; Dr. Lyman C. 
Chalkley, Benton & Bowles, Inc.; Dr. F. M. Surface, Standard Oil Company of New Jersey. Seated: Harold Monahan, eastern 
editor, "Advertising Age"; Frank X. Miske, Ross-Federal; Allan Brown, Bakelite Corporation; Helen Rockey, Consolidated 
Gas Company of New York. Other committee members who were not present when this picture was taken are Paul Cramer, 
Campbell-Ewald Company; Dr. George H. Gallup, Young & Rubicam, Inc.; and Dr. R. L. Watson, J. Walter Thompson Company. 


Current appearance of Ethelreda Leopold in the movies is reminding 

Chicago advertisers of the work she did in that city as a photog- 

rapher's model. This picture, made by Shigeta-Wright for Powers 

Regulator Company, Chicago, is one of the last modeled by Miss 
Leopold before her journey to Hollywood. 


HALF-PAGE COPY PULLS FOR NURSERYMAN 


NO ADVANCE IN HURSERY STOCK PRICES 
SHORTAGE 


fyGlen St Mary DESPITE EXTREME 


_ 


Half-page newspaper copy used in Florida by Glen St. ex’ a 
ective. A. P. Phillips 


series Company which has proved unusually e 
Company, Orlando, is the agency. 


DRAMATIZE FORD STORY IN CAR CARDS 


The redesigned chassis 
puts a new, higher standard of 
motor car performance within 
reach of the average purchaser 
meets every driving need 


Enjoy—The Ford V-8 Pp OISE” RIDE 


TER 
: e 
A «A fundamental change in car 
design which gives smooth, 
* 


easy riding over all kinds of 
roads. 


TEESE 
FRONT SEAT RIDE" FOR BACK SEAT PASSENGERS 


= Albstert bedy - Strong, sate, welded steel wheels 
« Mew mare rigié frame + AR gtans ie satety-gines 

\ fwevett dalaaee gives stabitity at all speeds a 
_ » New Brakes give mere power for quicker steps 


DEALER TODAY! 


Four of the double car cards in full color which are currently Lge 


the Ford story in key markets. The Chicago service department 
Barron G. Collier Corporation desig and produced them. 
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